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In the erstwhile Nineties, when a fair young damsel selected a 


gay-young-dog about town as the recipient of her affections, she was 


said to have ‘‘set her cap’’ for him. The expression is still a xazural. 
Today, the packager of foods, drugs and cosmetics may “‘set his cap,”’ 
typographically speaking, for prospective consumers of his products, 


by lithographing them with an attractive design or sales message. 


PHOENIX METAL CAP GO. 


METAL CAP §S F O R GLAS S&S PACKAGES 


OFFICES: CHICAGO 9 2444 West Sixteenth Street; BROOKLYN, 3720 Fourteenth Avenue; PHILADELPHIA, 1601 Fox Theatre 
Building; BOSTON, 131 State Street; CLEVELAND, 1109 Guardian Building; CINCINNATI, 607 American Building; BALTIMORE, 
311 Keyser Building; ST. LOUIS, 411 North Tenth Street; SAN FRANCISCO, 200 Davis Street; LOS ANGELES, 765 Stanford Avenue. 
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The fancy papers shown in color on the 
front cover of this issue are reproduced 
from samples furnished by the following: 
Riegel Paper Corporation, Keller-Dorian 
Paper Company, Inc., Hampden Glazed 
Paper & Card Company; Hazen Paper 
Company, Nashua Gummed & Coated 
Paper Company, The Marvellum Com- 
pany, Louis Dejonge & Company and 
United Manufacturing Company. 


The June issue will feature the de- 
velopment and progress of folding car- 
tons and displays. Trends, sales per- 
formance and _ other pertinent data, 
as expressed by leading users and sup- 


pliers, will be included. 
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Quality Is ““Buy’’ Word for This Year’s Crop of Paper Boxes 
Packaging Fallacy No. 1 

By Willard F. Deveneau 

Metal and Glass Illuminated Displays 

Package Identification and Protection 

By Waldon Fawcett 

Watch Display Stimulates Nation-Wide Sales 


How It’s Done Abroad 
By Helen Page 


Metal Appliques for Package Decoration 


What Manhattan Stores Show 
By Ruth Lampland 
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Here and There in the Packaging Industry 
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De boats yah oe 
Puce of a Panther 


@ The New REDINGTON Continuous Loading 
CARTONER operates with the swift, smooth, sure 
action of a jungle cat. It cartons products effortlessly, 
without clatter or bang, without unsightly swinging 
arms—and no cams. Truly, tomorrow's job. @ No 
matter what your product—collapsible tube, bottle, jar, 
razor blade or anything else placed in cartons—it can 
be handled at about any practical speed, loading being 
done at one-fifth the operating rate. @ We cali it “The 
Most Complete and Perfect Cartoner yet.” @ May we 
have a sample of your cartoned product? 


F. B. REDINGTON CO. (Est. 1897) 
110-112 So. Sangamon St., Chicago, IIl. 


REDINGTON 


Continuous Loading 


CARTONERS 


IN VESTIGATE The New Redington High Speed Cellophane Wrapper and 
The Adjustable Carton Sealer » » » » » » » » 





MANUFACTURERS OF 


PARCHMENT, WAXED AND BOND PAPERS 
PARCHMENT, MICHIGAN 


(KALAMAZOO COUNTY) 


The American Management Association 
20 Vesey Street 
New York City 


Gentlemen: 


We are back from your Fourth Annual Packaging 
Exposition, pleased with results from our exhibit, but sick at 
heart over the packaging clinics. 


Why, why, why must all discussion of a package 
be on color and design? 


Surely the first job of any package is to 
deliver its contents safely and economically - with nothing 
lost out or broken, with nothing foreign added. Beauty in 
the package is important, but it can sell the product only 
once. It's what's in the package and how it is delivered 
that brings in the repeat orders. 


Why not have a part of your program next year 
devoted to protection? You'd be amazed at its popularity. 
What kind of a box should we use, and WHY? What kind of 
paper? What kind of can, or board, or carton, or bag, or jar? 
WHY! These, too, are important! 





Man, oh man, what a clinic that would be! 


Very truly yours, 


Lnre, 


er, Wax Paper Division 


Advertising Manager 
GB KALAMAZOO VEGETABLE PARCHMENT COMPANY 
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ommlBbS... 
and Still Cfoing Strong 
On the 18th of March;.1888, MR. A. KELLER-DORIAN, always 
in search of original and beautiful’ effects, discovered that by 


applying crushed cotton in powder form on a paper covered with 
a mordant coating, a perfect imitation could be obtained of ’ 


SUEDE LEATHER 


This stroke of genius started Keller-Dorian’s fame and_ prestige. 
Since that memorable day which marks an important phase. if 


the history of Fine Cover Paper Manufacturing 


KELLER-DORIAN'’S COTTON VELOURS 
(Known also as FRENCH VELOURS) 


have attained far-reaching renown. All select and exacting users 
and designers in NORTH and SOUTH AMERICA, EUROPE, ASIA and 


AFRICA have, during these many years, acclaimed 


KELLER.DORIAN'S COTTON VELOURS 


shaeaas coceer crate see maiaste ligne 


¥~ 


KELLER. DORIAN PAPER COMPANY, INC 
390 FOURTH AVENUE + NEW YORK,N. Y. 


Ack For Our 1934 Catalog Containing New and Exquisite Colors 
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It’s POPULAR 
and 


P) 
there’s more than one way 


TO PUT YOUR PRODUCT 


IN_ CARTONS 


v 





Tight Wrapper Bottom and Top Sealer —-Weigher and Filler 





Carton Feeder and Bottom Sealer-- Weigher and Filler--Top Sealer and Dryer Tight Wrapper 


Carton Feeder and Bottom Sealer —Weigher and Filler—Top Sealer and Dryer—Tight Wrapper 


It is only a question of time before bulk and —_ aging equipment makes it possible to meet 
bag goods will be almost entirely a memory the requirements of any type or size of pro- 
of the past. To the present-day generation duction in the most economical way. There 
anything that is not sold in cartons is defi- _ are a variety of methods of hooking up stand- 
nitely old fashioned. Industry after industry ard Pneumatic machines to meet varying 
has fallen into line because public preference _ plant, product and operating conditions. Our 
must be heeded. Product after product has engineers will be glad to bring to your prob- 
received new favor and sales stimulus when _lem the benefit of their more than forty years 
sold in convenient, attractive packages. of specialized experience in automatic packag- 
The flexibility of Pneumatic automatic pack- —_ ing operations. Write today. 


y NEUMATIC SCALE 


us 


Zz ACKAGING MACHINERY 


PNEUMATIC SCALE CORPORATION, LTD., 71 NEWPORT AVENUE, QUINCY, MASS. (NORFOLK DOWNS STATION) 


Branch Offices in New York, 117 Liberty Street; Chicago, 360 North Michigan Avenue; San Francisco, 320 Market Street 
Melbourne, Victoria; Sydney, N. S$. W. and Trafalgar House, No. 12 Whitehall; London, England 
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Helping you keep 
what you 


QS 8 hb lh 


at its very 





Q Because your sales depend on quality — 
because quality so often depends on con- 
tainer technique—Canco maintains Labo- 
ratories equipped to cover every phase of 
product and container research. Their lead- 
ership in new developments, their help in 
soiving specific problems, continue to con- 
tribute importantly to Canco customers’ sales. 


In buying cans, remember: ABILITY to serve 
you well is as important as the WILL to serve 
you well. 


AMERICAN CAN COMPANY 


230 PARK AVENUE NEW YORK 
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COPYRIGHT 1932 
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freshes the mouth. Contains no harmful ingredients. 
PRINTED IM U.S.A, 


THE WESTERN COMPANY: CHICAGO ‘NEW YORK> TORONTO 
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This modern tooth paste cleans, and safely brightens teeth, by combination 
of thorough cleansing and gentle double polishing. Removes stains, combats 


GUESSWORK IS ENDED by report of scientific 
TRADE MARK REGISTERED 


decay, bright 
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? CENTS 
LARGE 


Dr Wests | 


hy do so many 
41 . . 41 
major firms 
specify Illinois Cartons? 
* 


a E BELIEVE it is because the makers 

of such products as Pepsodent 
Toothpaste, Forhan’s Tooth Powder, and 
Dr. West’s Toothpaste find an unusual and 
constant perfection in the product of our 
plant—a perfection resulting from long ex- 
perience in the use of the finest of boxbords* 
and the most modern of carton making 
machinery. 


* Illinois carton board is made to 
our specifications by the Ameri- 
can Coating Mills, Inc., of Elk- 
hart, Indiana. 


ILLINOIS CARTON aANpb LABEL CO. 


ELKHART 


INDIANA 


CHICAGO — DES MOINES — NEW YORK CITY 
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No. 17. Automatic Tube 
Filling, Closing and Crimp- 
ing Machine 


MODERN PACKAGING 


THE COLTON 
CLIPLESS 
CLOSURE 


SEALED WITHOUT 
A CLIP! » >» » » 0» » DY» » 


This decorative, dependable closure is obtained 
simply by crimping the end of the tube on machine 


shown below. 


The Closure is completely formed by making the 
two usual folds, making a third fold in the reverse 
direction, and then giving more rigidity to the folds 
by corrugating the folded end. 


Savings in time, labor and material are effected 
because no clips need be bought, there is no loss of 
time to replenish clip rolls, and no maintenance ex- 
pense on automatic clipping heads. 


Write for a sample tube closed the Colton way. 


ARTHUR COLTON CO. 
2600 JEFFERSON AVE., EAST 
DETROIT MICHIGAN 








SOOOOOO 


_f Significantly Large 
Proportion 00s veer. 


of all fine boxes produced today are covered 
with decorative papers supplied by Charles 
W. Williams & Co., Inc. That box manu- 
facturers and their customers unite so often 
in the choice of Williams papers is, we 
believe, a tribute well earned by the papers 
@ ihemselves, offering, as they do, both 


smartness and reasonable cost. 





$Oeeoeooe 


Boxes covered with the papers here shown, 
and other papers of the ‘‘Tone Line,”’ will 
be on display at the Permanent Package 
Exhibit throughout May. Sample books 
or sheets for dummy purposes may be had 
on request. 
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CHARLES W. WILLIAMS & CO., INC 


AUTHORITIES ON BOX COVERING PAPERS 


624 So. Miller St. 303 Lafayette Street 
CHICAGO NEW YORK 
“HAS YOUR LINE BEEN TONED” 


q 
4 
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PACKAGES LEAD 
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They must fill and 
handle economically. 













MACY'S 
OIL SOAP 





















ONTINENTAL has spent 29 years 










C 


staffed and equipped to provide tin containers 


developing an organization which is 


They must stack 
easily, display 
effectively and sell. 





that excel in every phase of package creation— 
that will contain, protect, sell and serve —_— 
products best. 

Whenever you have a packaging problem 


you will find that Continental’s design, research ) ; Z, , ; 


and development departments are geared to 
They must suit 


consumer's 
convenience. 














render valuable assistance. 





CONTINENTAL CAN COMPANY 


NEW YORK CHICAGO SAN FRANCISCO 
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Polka Dots 
Are In Vogue 


ND rightly so! For lustrous, polka dotted Cello 
Ribbon is particularly adapted for Spring 
and Summer packages. The clear crystal 

beauty of Cello Ribbon combines with the universal 
appeal of colorful Polka Dots to match the wrap and 
enhance the attractiveness of every type of package. 

Cello Ribbon is a permanently lustrous, easily worked 
package tie. It cannot fray, soil or tarnish—and it is 
always crisp. Cello Ribbon is easy to tie, has no 
ragged edges. Best of all, it is extremely reasonable in 
price. 

Repeated tests have shown pronounced “ales increase 
after the adaption of Cello Ribbon ties. Whether you 
wish to utilize the popular Polka Dot Cello Ribbon or 
any of the hundreds of other patterns, widths or color 
combinations, we urge you to investigate Cello Ribbon. 
Write for samples and price information, sending, if 
possible, a sample of your present package which we 
will return to you tied in lustrous Cello Ribbon. 


FREYDBERG 
BROTHERS 


INCORPORATED 


11-19 West 19th Street 
Row Zavrae,. B.. Fs 


Polka Dot Cello Ribbon 

may be had in the fol- 

lowing colors: i 

Blue, Pink, 

Royal Blue,Tango, Light 

Green, Dark Green, Pur- 
le, Red, Navy, and 
lack. 
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MANUFACTURERS 


of 

Brightwood Box and 
Carton Forming 
Machine 

Taping Machine 

Collapsing Device 

Cellophane and Wax 
Wrapping Machine 

Lining Making 
Machine 

Net Weighing 
Machines (‘‘Scott’’) 

Gross Weighing 
Machines (‘‘Bond’’) 

Rotary Transfer Packer 

sottle Cartoning 
Machines 

Combined Sealer 

Top Sealer 

Ice Cream Pail Form- 
ing Machine 

Bottom Sealer 
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From flat carton to 


finished package 


NATIONAL Machines will 
do a better, less costly job! 


Illustrated above is a complete 
National packaging line consisting 
of a Combined Carton Sealer, a 
Lining Machine, a Gross Weigher 
suitable for either free flowing or 
sticky materials, a Drier and the 
necessary Conveyors. 


Every unit in the line is a National 


Packaging Machinery Company 
product—each combining with the 
others to give its user unmatched 
efficiency and quality. Similar 
packaging lines may be assembled 
to economically solve your prob- 
lems. Write to the National Pack- 
aging Machinery Company for full 
information. 


NATIONAL PACKAGING 
MACHINERY COMPANY 


DIVISION OF 
U. S. AUTOMATIC BOX MACHINERY CO. 


459 WATERTOWN ST., NEWTONVILLE, BOSTON, MASS. 
Chicago Office: 247 Monadnock Block 


New York 


Cleveland 
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LOUIS DEJONGE & CO. 


NEW YORKePH!ILADELPHIA e CHICAGO 
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i. XK. O.- Radio Picture 


The Van Be puren Cor poratior 

















WARNERCRAFT the finest word 
in packaging.....is the LAST WORD 


. ie, . 
tu Displays! 


“Wild Cargo,” designed and produced within our own organization, is another 
indication of the facilities available for your use. We suggest that you call 
upon the Warner Organization for aid in the preparation of your new display 


or package. 


THE WARNER BROTHERS CO. 


BRIDGEPORT CORR. 
RN - ASPSS  S PACRR VTSEGETA SSAA GTANRREE 
NEW YORK REPRESENTATIVES: L. D. DEVERICH - L. LEY - H. T. WARREN - AShland 4-1195 - 200 MADISON AVE. 
SS PES SSP PPE T1572 
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The desire to possess grows out of 


Eye Appeal. 


Give “IT” to your package by using 
Krause Labels. 


RICHARD DM. KRAUSE INC 


52 E. 19th Street NEW YORK 
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An ARROW BOX & DISPLAY helped 
BULOVA present the “LONE EAGLE” 






































THE BOX is of wood—attractively 
lacquered—lined with velvet and 
satin—slanted sides giving added 
display value 

THE DISPLAY is of wood with 
chromium metal trimming —a strik- 
ingly modern effect in black and 
white. 





















































When the Bulova Watch Company planned the mer- 
chandising of its new Lone Eagle Watch, it needed a 
presentation box for the consumer and a display for 
the dealer that would fittingly complement the beauty 
of the watch itself. : 


That the idea was successful is evidenced by the hun- 
dreds of letters which were received from dealers 
praising the effectiveness of the display. 


Cooperation such as this is part of Arrow’s Box and 
Display Service. 






































ARROW 


MANUFACTURING COMPANY = INC 


15th & HUDSON STREETS, HOBOKEN, NEW JERSEY 
Telephone HOboken 3-8472 or REctor 2-1251 
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RIGINALITY and ingenuity 
characterize boxes designed and 
created by the Ferdinand 
BuedingenCompany. Yet, though we 
stress the importance of these qualities, 
we do not permit them to lead us or our 
clients away from good taste in design, 
and perfection in construction. Many 
boxmakers possess fine machinery or 
skilled hand workers. We add to both 
of these a type of creative craftsman- 
ship which has resulted in the produc- 
tion of repeated sales successes for our 
long term customers. We invite manu- 
facturers who wish their packages to 
_partake of the quality of their products 
to discuss their boxmaking require- 
ments with us. The services of our 
Designing Department are at the dis- 
posal of such manufacturers. 














i NAND- 
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INCORPORATED 


ROCHESTER * * * N.Y. 
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ST want 


THAT Brand 


RIGID inspection 
isone of the reasons for the 
dependable sealing qualities of 
Crown Deep Hook Caps. 


Constant physical and chem- 
ical inspection of metal and 
liner materials, and unceasing 
vigilance in fabrication, insure 
a dependable guardian for your 
product. 


HESE familiar words a:2 evoked 


by the good ingredients, the appetizing flavor and t':e attractive 
appearance of your product, which are all corserved by the 
closures on your jars. 

Because of their exclusive thread construction, and because 
they are so well made, Crown Deep Hook Caps seal tightly 
and uniformly; they are trustworthy guardians of your product 


until it reaches the people you made it for. 


Performance—not claims—is what counts in the protection 
of your product; therefore, let Crown Deep Hook Caps prove 


their worth to you as they have upon a host of quality brands. 


CROWN CORK & SEAL COMPANY 


World’s Largest Makers of Closures for Glass Containers 
BALTIMORE, MARYLAND 


Send samples and more information on Crown Deep Hook Caps. 
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A VERSATILE DISPLAY 


of Sales Winning 


Bakelite Molded Containers 


A WIDE VARIETY of Bakelite 
Molded Containers —for candies 
and cosmetics, suspenders and 
safety razors, and many other kinds 
of merchandise — may be observed 
in this compact display. It empha- 
sizes the extreme versatility of 
Bakelite Materials and their adap- 
tability to almost any shape or 
design. It indicates also some of 
the many colors in which these 
materials can be obtained — from 
brilliant hues to rich jet black. 

Bakelite Molded containers have 
proved to be a sales stimulant for 
numerous products. They not only 
display goods in a manner that wins 
consumer approval, but their “after- 
use” value is a potent sales argument. 

Sales managers and package de- 
signers are invited to study the po- 
tential sales advantage of Bakelite 
Molded containers for their prod- 
ucts. Our sales representatives are 
always ready to consult with you, 
and offer suggestions for profitable 
packaging in appropriate Bakelite 
Molded containers. Interesting illus- 
trated booklet 8C, “Restyling the 
Container to Increase Sales”, sent 
gladly on request. 


BAKELITE CORPORATION, 247 Park Avenue, New York, N.Y 43 East Ohio Street, Chicago, Ill. 
BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario, Canada 


LITE 


ign for infinity, oF unlimited quontity It symbolizes the infaite 


“The 
Ge or gee ond future vses of Bokelite Corporation's products” 


entdnies me soa tw wptaon ‘Walb Ov econ “is 


THE MATERIAL OF A THOUSAND USES. 
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FOLDING BOXBOARD 














TEST THIS CARTON AGAINST 
YOUR OWN @ @¢THEN DISCOVER ITS 
AMAZING LOW COST, 


As the final product of considerable research 
and experimentatior Empire Box Corporation : 

BORAX is recommended by doctors for 
has developed BP ** COTE, a carton board pro- 


viding greater r City, high whiteness value and washing baby’s bottles because it is safe. 





a smooth, unifo.in surface. 


BRITECOTE IS MADE 
i) ee a Oe Cs a O08 


| DISHWASHING. Use 

: Borax in your dishpan, 

BRITECOTE No. I1—To replace and improve present uses i: cei neues aadaeiie 
of Clay Coated Boxboard at an average saving water, purifies and is 


actually soothing and 


of 20%. 
healing to your hands. 
BRITECOTE No. 2—To fill a long-felt need for a boxboard 
far superior to Patent Coated Boards but much REFRIGERATORS. A 
i strong solution of Borax 


more economical than Clay Coated Boxboard. 
really cleans and sweet- 
ens your ice box. Borax 
It has been our experience that, through the use of should also be used in 
BRITECOTE, we are able to improve the appearance pee Precis ee 
and the sales value of any carton while simultaneously ish all food odors. 
effecting a marked reduction in costs. We invite you 
to test the Empire-made BRITECOTE carton attached 
to this advertisement against your present carton. 
Note especially its fine printing qualities, its super- 
smooth finish and its greater rigidity. 


If you are interested in obtaining ample proof that 
BRITECOTE line will tremendously improve the. 
earance of your package at a sizable saying in 


st, we suggest that your mail the coupon to ig — Tus CARTON packed full net | Bnitecote 


weight. Borax may lose weight due to natural FOLDING BOXBOARD 
EMPIRE BOX CORP. 





evaporation of part of its water of crystallization, 


but its value or effectiveness is not lessened. 





™ : ’ EMPIRE BOX CORP... 
a ’ : ; Gentlemen: Please send me information about BRITECOTE cartons. 
‘ 1 enclose a sample of - present package. 


. 
Name . : ‘ ) 














Sy A : 
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To Peck & Peck 


Recognition 
For the year $ 


most successful 
Christmas package 





To Karl Pauli 


A certificate of 


Merit for the 


paper that makes 
success possible 


The Peck & Peck ‘‘Gold Standard”’ 
Christmas boxes have been chosen by 
Modern Packaging’s jury as among the 
Hundred Outstanding Packages of 1933. 
As with so many of the finer packages 
produced today, they are covered with 
Karl Pauli foils. The Karl Pauli Cor- 
poration carries a complete line of 
aluminum and leaf coated papers of 
unexcelled qualities. We can emboss 
our papers to many designs and can 
supply you with the particular type of 
stock best suited to your needs. 
Write to— 


KAR PAU LI Attached are just a few samples 
CORPORATION of our line 


454 BROOME STREET 
NEW YORK CITY 
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SELLING 


Royal Goodness 
-- at a Glance 


An aristocratic product needs an aristocratic 
package. Princess Royal Cake by Grennan quickly 
radiates its “Royai” goodness by the unique con- 
struction and the decorative appropriateness of its 
Cellophane-window carton. Sutherland welcomes the 
opportunity to help put an unusual product in the 
leadership class. If you are interested, we will think 
out your problem until we can “come through” with 
distinquished results — artistically, technically — and 


economically. Write us. 


SUTHERLAND cAxtamaZoo mich. 
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--- the DISTRIBUTION 


“We’re going to have it in CANS!” 
says the filling station attendant, 
and with warranted enthusiasm. 
He knows it means larger sales to 
his credit! 


CANS—made to fit a definite 
need—to fit a given space allot- 
ment—to help along a modern 
selling job. These are targets at 


THEME of the HOUR! 


which we aim—with consistent 
“hits”—by expert designing 
achievement—by experience plus 
facility. 
Whether it be a plain Container, 
or the vivid, color-decorated 
Package to highlight display — 
* HERE ARE PACKAGING 
HEADQUARTERS! 








METAL PACKAGE CORPORATION 


ESTABLISHED 1909 


110 E.42xnw SI., NEW YORK CITY 


¢ One of America’s Largest Canmakers « 


. 
SALES OFFICES AND PLANTS © NEW YORK CITY © BALTIMORE © BRUOKLYN © CHICAGU @ THE FISCHER CAN COMPANY DIVISION © HMAMELTON © ONTO 
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or that outstanding ---- 
package = buy---- 


Reproduction Insurance 


The finest of package designs will avail you nothing unless proper 
care has been exercised in the choice of the inks through which they 
are to be reproduced. It is for this reason that many packagers rely 
upon Levey Inks and Levey chemists for what they have come to term 
‘‘Reproduction Insurance.”’ 


There are Levey Inks for all packaging purposes. On the opposite 
page we show a sheet of glassine printed with special Levey Inks for 
this type of wrapping material. For moisture-proofing bread wrappers, 
milk cartons, milk bottle caps, ice cream cartons, etc., produced by 
the hot wax process, we have developed a special ink formula and a 
special line of hot wax inks. These inks are odorless, dry immediately 
when immersed in hot wax, and effect great savings in time, since 
printing and waxing can be done simultaneously. The inks do not 
bleed and only a small amount of wax adheres to the surface of these 
inks. They thus appear more brilliant than ordinary inks because 
they have less wax haze over them. 


For printing labels that require a varnished effect without varnishing, 
we have a special line of high gloss label inks which are meeting with 
great favor. 


The above are but a few of the special Levey Inks developed by Levey 

chemists to solve specific packaging problems. Our Service Depart- 

ment will gladly help you to determine the most suitable ink for your 

packaging purpose or—if such an ink has not already been developed 
—they will produce one for you. 


SPECIFY LEVEY INKS 


The inks used on the opposite 
Red—NY3165 
Yellow—NY3166 
Blue—NY3167 


FRED’K H. LEVEY COMPANY, Inc. 


59 BEEKMAN ST.. NEW YORK, N.Y. © 22! €. 20th ST.. CHICAGO, ILL 223 WASHINGTON AVE. PHILA. PA. 
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PRINTED WITH 


LEVEY 
INKS 


specially made 
for reproduction 
on transparent 
cellulose & glassine 


Printed on Riegeline, Bs. 20 Ib. 
Made by 
RIEGEL PAPER CORP. 
342 Madison Avenue, New York City 
Design Courtesy 
HAMPDEN GLAZED PAPER & CARD CO. 


FRED’ K A. LEVEY COMPANY, Inc. 


/ASHINGT AVE., PHILA., PA. 





PACKAGES 
MOLDED 


e 
last step in 


PRODUCTION 





de fies Atop 


in SALES 


Packages molded of Resinox fulfill every expectation of their de- 


signers! Resinox molds perfectly, cures uniformly, finishes with high 
luster and strength. Resinox is odorless, water-resistant, non-bleed- 
ing, and available in a wide variety of colors . . . Packages and 


products molded of Resinox are permanently beautiful. 


KEEP IN TOUCH WITH RESINOX DEVELOPMENTS 
JRESINOX (ORPORATION 





Subsidiary of Commercial Solvents Corporation and Corn Products Refining Company 
230 Park Avenue, New York City 


Molding Resins * Molding Compounds ¢ Laminating Varnishes 
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JUDGE A COIN 
IBY BOTH ITS FACES 


yO publication can adequately serve its advertisers 
unless it centers its fullest consideration upon the 
interest of its readers. This Modern Packaging 

has done since its earliest issue. And in so doing, 

Bithas earned the good will and active interest of 

thousands of executives to whom its word on 


: packages is as a gospel. 


Originally a controlled circulation magazine, 


| Modern Packaging has a vast majority of its | VA L U 2 


readers enrolled as paid subscribers. And no 


better testimonial of a reader's interest could be \ TO ITS 


asked than a five dollar check. 


odern Packaging is looked upon as the ideal WS Nae RS 
source of aid in the solution of their packaging > | 
problems. In a thirty day period Modern Packaging 

ceived over 300 letters, over 200 phone calls, request- 


ing information on supply, manufacturing or material sources. 


et such requests are but a part of our contact with our readers. 

he same sort of active Reader Interest brings several hundred visitors each 
month to Modern Packaging’s display rooms. It brings dozens of enthusiastic 
congratulatory letters from heretofore unknown friends among our readers 


whenever Modern Packaging inaugurates a new feature. 


The front face of our coin shines clear and bright. Modern Packaging’s nine 
thousand readers are a loyal regiment who value our publication, who read it 


fom cover to cover, who rely upon its information and act upon its advice. 
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Though Heads and Tails May | 
Piece Is Gold 


tll Shsough | 


Differ, A Gold 


MODERN\ 
PACKAGINGSI 


\ 


The advertising value 

of a publication such as 

Modern Packaging is as closely 

tied to the interest it holds for its readers 

as is the back of a coin to its front. We reprint Mr. Gerald 

Mathison’s letter, therefore, as a fitting climax to the data 
provided on the page ahead. 


Yet returns such as those received by the Michigan Litho- 
graphing Company are not unusual. They are rather within 
the common experience of Modern Packaging's advertisers. 
And it is just such returns that have brought to Modern 
Packaging the continued renewal of advertising contracts by 
the largest firms who serve the packager. It is just such re- 
turns which have induced more than a score of new adver- 
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tisers, within the last two months, to contract for schedules 
Modern Packaging. . 


Upon the rock of Reader Interest we have built this magazi 
Upon this rock we will continue to build, for only by 
doing will Modern Packaging be able to provide and to i 
crease the service which it renders to its advertisers, As 
medium of contact between these advertisers and our host 
readers we have seen packaging through its pioneer stage 
As such a medium, we shall continue to interpret the problei 
of packaging as Packaging itself continues to develop. 

and through us our readers, will continue to provide a m 
of rapid acceptance for new and improved methods 
products: a means of wide distribution for older and pro 
products, machines and services. 
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OIL COLORS 
t 


STANDARD TUBES ’ FAST RED 


win Judges acclaime 


For the beauty and simplicity of their design and the perfection of their execu- 
tion these tubes, by Standard, for the makers of Savigny’s Oil Colors, were 
awarded inclusion by Modern Packaging’s board of judges among the Hundred 
Outstanding Packages of 1933. 


They demonstrate the perfection and the accuracy of Standard tube lithography, 
each of the twenty-eight tubes bearing a perfect reproduction of the color con- 
tained within. 

Whether your requirements are small or large, whether your product requires a 
stock type of tube or the development of an entirely new form—Standard de- 
signers can help you. Call upon them for an analysis of your tube packaging 
problem. No obligation, of course. 


STANDARD 


SPECIALTY and TUBE COMPANY 


NEW BRIGHTON PENNSYLVANIA 
H. T. WARREN. 122 E. 42nd ST. 
NEW YORK REPRESENTATIVE 
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UTILITY CONTAINERS BY CROSS 


Dredge- Fricti Tin Slip To Revolving Alumi 
Wheel Type Plug al Dry Drug i Sifter Top hoodie tea 





Flush Covered Cross Pilfer-Proof Screw-Top 
Paper Box Mailers ailers 


Tale 


4 
Powers Lill 
P m “ 
> t 
: f 
oO 





Our line of manufacture includes a variety of paper cans and 
composite cans for insecticides, chemicals and various other 
food products. 


Cosmetic manufacturers will find our Tale and Dusting Powder 
Containers both attractive and economical. Made in a variety 
of sizes, they are readily adapted to co‘orful wraps—litho- 
graphed, printed or with raised printing. 

Let us help to make your package a sales builder. 


CROSS PAPER PRODUCTS 
CORPORATION 
THIRD AVE., AT 140TH ST., NEW YORK, N. Y. 











30 MODERN PACKAGING 














, SER 
~ ~ nuR 
} oT 
| THE af 





A PACKAGE FAMILY DENOTING REAL CHARACTER 













Hygeia Nursing Bottles and Nipples have justly earned a 


. Es M/ 
reputation as_ aristocrats of the nursery. 


Peculiarly, Hygeia packages never reflected an equally high 


reputation as their contents. 


But NOW — in their new, distinctive packages, Hygeia 
products combine all the features of the old, plus the 


quality and eye appeals necessary today. 


The services of the men who completely designed and 
created the new Hygeia packages, shown above, are 
readily available to manufacturers anxious to keep their 


packages in harmony with their high quality products. 


THE RICHARDSON-TA YLOR-GLOBE CORPORATION 


CREATORS, DESIGNERS AND MANUFACTURERS OF DISTINCTIVE FOLDING CARTONS 
4 4501 West Mitchell Avenue ° Winton Place © Cincinnati, Ohio 
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A COPY IS YOURS FOR THE 


ASKING 


DESIGNERS and MANUFACTURERS — All 
you who are concerned in any way with package design 
will find this book helpful. It advances no theories, aftempts 
no advice, simply contains useful, non-technical facts about 
one very important ebement in glass packages ... the closure. 
It recognizes the fact that no package, no matter how finely 
designed, can be satisfactory without being efficiently and 
suitably sealed. 

Get your copy for its present information and for perma 
nent reference. 
ANCHOR CAP & CLOSURE CORPORATION 
LONG ISLAND CITY, N. Y TORONTO, CANADA 


Telia me @lilla tome Uileliiie] Boston (G@liliaelele) (Gra 7-afelate| Detroit 
Houston Los Angeles Louisville’ Ty elaliastel| New York Phila 


delphia Pittsburgh Rochester Yelm aaelilat tae) NY an ol SP fol dedi fe) 
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Gentlemen: 
Please mail us one of your booklets cn Anchor 


Molded Caps that shows all the various styles 
available. We want it for reference when and 
if a glass packaging problem comes along. 











Does a business boom mean production troubles? 
Not at the Cantrell & Cochrane Plant! 


ROHIBITION repeal has brought “boom-time” production to the Cantrell & Cochrane 
plant. Yet casing costs have been kept economically low. 


Why? Because Standard Case Sealers operate economically at speeds from as low as 50 to as 
high as 2,000 cases per hour—automatically gluing and sealing both ends of the shipping cases 
—while the case is in motion—at less than $1.00 per thousand cases. 


NO OPERATOR OR ATTENDANT IS REQUIRED 


The services of our Engineering Department are at your disposal. They 
can bring to you the same economies they have effected at the Cantrell & 
Cochrane plant, as well as for other bottlers and the large manufacturers of 
cigarettes, cereals, condensed milk, oils, syrups, sugar, soap, canned 
vegetables, fruits and meats and all other products shipped in corrugated 
or solid fibre cases. 

We will gladly make a survey of your package-handling requirements and 
submit layouts showing how to most economically take care of such re- 
quirements. Write or wire for our representative to call at your plant. 











STANDARD-KNAPP CORPORATION 


43-27 33rd Street 208 W. Washington Street 1001 Society for Sav. Bldg. 189 Second Street 
LONG ISLAND CITY, N. Y. fod I Ley-\cie) CLEVELAND SAN FRANCISCO 
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PACKOMATIC AUTOMATIC 
CONTAINER SEALING 
MACHINE 


The automatic sealing of bottom and top flaps of paper shipping containers 
has greatly reduced production costs for hundreds of packers and insures uni- 
formly tightly sealed cases. 


Packomatic sealing machines are rapidly adjustable, require no regular operator, 
guarantee uninterrupted service, and handle up to 2000 cases per hour. 





PACKOMATIC HAND GLUE SEALER 


For short runs of many sizes of cases this Packomatic Hand Glue Sealer has 
proven very practical. 


An automatic trip controls the intermittently operated belts as the cases enter. | 
Furnished in any length and for operating speed desired. 


IF YOU HAVE _A PACKAGING PROBLEM ASK FOR DETAILS OF 
OUR COMPLETE LINE OF PACKOMATIC PACKAGING MACHINERY 


PACKOMATIG| = 


122 Centre St. 
NEW YORK CITY 


PACKAGING MACHINERY | sststasai 
J. L. FERGUSON COMPANY, JOLIET, ILLINOIS |__SAN FRANERCO,“caL. 
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TO A MANUFACTURER 


Whose product 
LINGERS Cu thea shelf 


ok ( N TODAY'S highly competitive markets no product can live 
ul ai ef]. . 
on “repeat sales’ alone. A smart, brilliant and easily 
changed attractiveness is necessary to gain the attention of the 
consumer and to hold the interest of the merchant. 





But to achieve such an effect it is not necessary for you to turn to 
elaborate and expensive re-design. Many manufacturers have 
solved their “eye-appeal” problem through the use of colorful, 


stylish Du Tone Ribbons. 


tainers ou NT 
S uni- The brilliant, lustrous colors of these cellophane ribbons catch the COTO NE 


eye, enhance the value of your merchandise—change an ordinary a 
erator, package into a gift ora holiday item. They are available in a wide 

variety of color combinations—with transparent or colored centers 

—with self or contrasting borders, and in widths from 14” to 2”. 

And remember when you consider these aids to greater sales, that 

Du Tone Ribbons are neither expensive nor difficult to use. They 

possess exceptional strength—because the 

borders on both edges are of triple thick- 

ness. They are much easier to tie 

because of the single thickness 

center. 


Write for samples of any color 
combinations in any widths most 
suitable for your package. 





Du Tone Ribbon Corp. 


142 West 27th St. New York, N.Y. 
Phone, Penna 6-1368 
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New packages of Will G 

Keck, Inc. Labels  litho- 

graphed by the Michigan 
Lithographing Company. 


FOR BETTER LABELS—CHOOSE LITHOGRAPHY 
FOR BETTER LITHOGRAPHY 


: oe ichigan 


si other process offersthe same possi- | lems which arise when lithography is 
bilities for fine color effects as does applied to packages. Such a house is the 
lithography. No other process offers | Michigan: Lithographing Company. We 
equal opportunities for economy. invite you to consult with us when next 

you consider a new ora revised package. 
Yet, in selecting lithography as your me- Our past experience, with some o 
dium of reproduction for labels, cartons, | America’s largest manufacturers, leads us to 
or package wraps, it is necessary toselect — believe, as it will lead you, that we have 
a house experienced in solving the prob- _—a distinctly valuable service to offer you. 


MICHIGAN LITHOGRAPHING CO. 


GRAND RAPIDS ® MICHIGAN 
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STOKES’ 
-WESTITE: 


CLOSURE 





(patents applied for) 


for Collapsible Tubes 


AVERAGE COMPARATIVE STRENGTH OF TUBE CLOSURES 
TEST PRESSURE- POUNDS- O 3 6 9 12 IS 18 21 24 27 30 38 36 39 42 45 

Tube sealed with DOUBLE FOLD LEAK The walls of this tube 
the new STOKES WITH CLIP BURST burst at 48 Ibs. pres- 
WESTITE Closure QUADRUPLE FOLD LEAK sure, the closure 
(patents applied for). CLIPLESS CLOSURE remaining air-tight. 

STOKES WESTITE LEAK 

CLOSURE 


© 1934, F.U. STOKES MACHINE CO. 


Leakproof and Stronger Than the Tube Walls 


With this hermetic closure, manufacturers can: 
(a) save losses and rejections due to leaky tubes 
(b) save all clip expense and clip trouble 
(c) save tube metal (requires shorter tubes) 
(d) package many new products in tubes 


The leakage of certain products such as some toothpastes and 
shaving creams, causing corrosion of the tubes or clips, the seep- 
age of oils, alcohol, glycerine, etc., and the ‘‘breathing’’ of 
tubes subjected to temperature changes are all eliminated by this 
closure. The chart above shows its leak-resistance and bursting 
strength as compared with standard clip and clipless closures. 


F. J. STOKES 
MACHINE CO. 


WRITE FOR YOUR COPY aussie ee 
Phila.. Pa. 


a 
7 Please send your booklet “Security for 
i all Products Packaged in Collapsible Tubes.” 


A special folder describes this new closure fully: how it is made, the necessary equipment, etc. 


Stokes MACHINE COMPANY 


Packaging Equipment Since 1895 


5970 TABOR ROAD OLNEY P. O. PHILADELPHIA, PA. Pi 


New York Office: 103 PARK AVE. 4 Company 
Los Angeles Office: 1231 E. 7th ST. Cincinnati Office: 230 WILMUTH AVE. yo ee 
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Boxes Courtesy of Warner Brothers Co. 


} f there is no economy in using 
/ 0 A | * 
inferior boxboard! 


No matter how much you spend upon the visible portions of your box 
you can never achieve the effect you desire without a perfect foundation. 
We'll be on hand to ROYAL SATIN Board provides this perfect foundation. It will not 
warp nor will it show felt marks. It eliminates ragged corners and gives 
that appearance of precision which is the objective of all well-conceived 
eR ee ee boxes. It is for this reason that the recognized Quality box manufac- 
silliness. turers of the country use ROYAL SATIN exelusively. 
dorf-Astoria, New Place a piece of ROYAL SATIN beside any other board you may 
York, May 23rd, select. Convince yourself that you too should specify the exclusive use 
94th and 25th. of ROYAL SATIN for your package. We will be glad to send you 
sd samples of ROYAL SATIN Board. Write to— 


THE BUTTERFIELD-BARRY COMPANY 


174 HUDSON STREET NEW YORK CITY 
SPECIALISTS IN QUALITY BOXBOARD AND QUALITY LINING 





greet you at the 
National Paper Box 
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~ FROM FIRST ROUGH SKETCH 


TO FINI 


STANLEY 


WILL SEE YOU THROUGH 


Because the Stanley Manufacturing Company is a pioneer 
producer of metal seals, it is able to place at the command 
of its clients greater experience, more deeply developed 
skill in the production of fine metal seals and labels. The 
members of the Stanley Consulting and Design Department 
look beyond the mere mechanics of label production, in the 
merchandising job in which the label will be called upon to 
play a significant part. It is for this reason that so many 
manufacturers rely upon their recommendations in planning 
new or changed packages. They are backed by one of the 
best equipped label producing plants in this country, staffed 
with men who have made the production of perfect labels 
their life work. 


Use the coupon below to call upon this Department and 
upon all the resources of the Stanley Manufacturing Com- 
pany for aid in improving the sales value—the eye-appeal— 
of your product. 
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THE STANLEY MANUFACTURING CO., Dayton, Ohio 


Gentlemen: 


Witbout obligation, show us how to increase the sales value of our package. 


EASTERN OFFICES : 200 5th Ave., New York City 


Telephone : Gramercy 5-4230 
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* Showing how a Cellophane 
@ There is really a vast difference in Cellophane 
bags, even though a casual glance may indicate 
that they are all alike. Dobeckmun, first in 
the field, has cleared all the hurdles of bag 


construction. Here’s why:— 


bag should look when made. 
Soft folds, full adhesive, uni- 
form dimensions. The story 


below tells why. 











F i ER S T DuPont Cellophane only is used in making Dobeckmun bags. It is 
TRANSPARENT, FLEXIBLE and TOUGH—the finest material of its 
kind. 


4 E Cc oO hy D Dobeckmun FLAT, SQUARE and SATCHEL BOTTOM bags have 
smooth cut lips, soft folds. Thumb holes available on Satchel Bottom 
bags. Special adhesives assure a perfect bond for seams and bottoms. 


T br j 4 D Dobeckmun is “geared up” to handle Cellophane only. Through 
years of experience, the knowledge gained in handling this material 
is reflected in Dobeckmun bags and printing. Whether your require- 
ments are for plain, printed, stock or special bags; printed sheets or 
rolls, you will find this complete, high quality service available in one 
organization—Dobeckmun. 


@ Let Dobeckmun Package Design Service apply its 
knowledge of transparent packaging to your product 
and recommend the correct size and type of Cello- 
phane bags or sheets for your package. 





THE DOBECKMUN CO. 


3301 MONROE AVE., CLEVELAND, OHIO 


CELLOPHANE SPECIALISTS - PRINTING - BAGS - SHEETS - CIGAR TUBES - LAMINATING 
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SYLPHRAP R.R. OLD GOLD 


RANCIDITY RETARDING 
NON-BLEEDING COLOR 


A new Sylphrap sheet developed for two purposes: 


To retard rancidity arising from the detrimental influence of light in 
greasy and oily food products, such as potato chips, nuts, doughnuts 
and other baked goods, to preserve the color and aroma of products 
such as tea, coffee, fresh and preserved fruits, soaps and other per- 


fumed articles, etc. 


To the meat packing trade as a sheet that will protect meat products 


in a color that will not bleed in water, oil or grease. 


Your attention is called to the superior visibility of attached sheet. It 
can be applied to practically all grades of food products without 
materially changing the true appearance of the product itself. In- 
creased sales should result from the use of this remarkable sheet. 


Recommended to bag, envelope and window carton manufacturers. 


Before offering this specialty to the trade for the purposes above men- 
tioned, it has been subjected to the most rigid tests. Sylphrap R.R., 
Greaseproof or Moistureproof, is offered in Old Gold color only. It is 
an exclusive Sylvania product—(U. S. Pat. applied for). 


Working samples upon request. Specify “Sylphrap R.R. Old Gold” or 
‘Moistureproof Sylphrap R.R. Old Gold”. 





SYLVANI 


Executive and 


BRANCH SALES OFFICES DISTRICT AGENCIES 


~~ Cha 
he a a, 
201 Devonshire Street . Boston, Mass. SYLPH RAP\ Blake, Moffitt & Towne , : 
‘i ~ | 4| First Street, San Francisco, Calif. 
120 Marietta Street . Atlanta, Ga. 
. QUALITIS BEST ATTIRE, | Pollock Paper & Box Co. 
427 W. Randolph Street . Chicago, Ill. Prandin Gusnone mre j a 
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BOSTON-BLISS-LATHAM MACHINES 
FOR BOX STITCHING 

















There is a BLISS, BOSTON or 
LATHAM Stitcher for every wire 
stitching requirement of the 
Set-Up and Folding Box Trades, 
including stitching of all kinds of 
telescope containers, suit boxes, 
Hardware Box 


cracker caddies, display boxes and 


stitchers for special purposes. 


These three makes of Stitchers 


cover the complete range of Box 


aa 


iaie ox Sehichior Stitching, from the heaviest, 


Bliss Heavy 
largest corrugated and solid fibre 
shipping containers to light weight 
packing and display cartons. 
Display Box 
Our Organization and Engineers 
can render valuable service in 
aiding you to obtain the most 


modern, practical and economical 





stitching equipment for your iethiens:tiadiiis 
needs. A representative will be 
glad to call at your convenience— 


no obligation on your part. 


Ask for our new catalog of Box 
Stitching equipment. It contains 
much information of value to you. 


Corner Stitched, Hardware Box 














DEXTER FOLDER COMPANY 


28 West 23rd Street, New York 


CHICAGO PHILADELPHIA BOSTON CLEVELAND 
117 W. Harrison St. 5th & Chestnut Sts. 185 Summer St. 1931 E. 61st St. 


ST. LOUIS SAN FRANCISCO-LOS ANGELES-SEATTLE 
Harry W. Brintnall Co. 
Latham Corner Stitcher 2082 Ry. Ex. Bldg. 51 Clementina St., San Francisco 
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CONSIDER 


TO BUILD 
DISTINCTION 
TO YOUR 
PACKAGE 


Inexpensive Novel Designs 
Easily Moulded in Plastic 


Containers or Cemented to 
any smooth surface 


ODERN packaging requires designs giving 

an atmosphere of quality and individuality. 

Yet this atmosphere must be achieved at a 
cost in keeping with the limitations of present day 
price conditions. No better means have been de- 
vised for applying novel and attractive designs, 
name plates or trade marks to moulded plastic con- 
tainers, or any other smooth surfaced boxes than 
by the use of METALLIQUES. METALLIQUES 
are patented under Probar patent No. 1,953,784, 
other patents pending. They are metal designs 
made of chrome-plated nickel silver, copper, brass 
or commercial bronze, which may be moulded in 
plastic compounds, pressed into celluloid or catalin, 
embedded in enamel coatings, or cemented to 
practically any smooth surface. They are flat, with 
no burrs or rough edges on the back to prevent 4 
smooth contact when cemented. Their extremely 
low price makes them readily adaptable to a wide 
range of articles in all price classes. They may be 
used with equal effectiveness upon the product or 
the container, and with particular effectiveness 


} upon both. 


METALLIOUES 


REG. U. S. PAT. OFF, 









Upon request, we will be pleased to submit draw- 
ings and designs which you might require or to 
cooperate with you at any time in the preparation 
of METALLIQUES for your products. In the 
attached bag you will find a few of the many 
METALLIQUE designs now in use. We will be 
glad to submit others to you upon request. 
Write to— 


PROBAR CORPORATION 
432 TOMPKINS STREET 
ORANGE, N. J- 
TELEPHONE, ORANGE 5-3269 
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All-over printing, 
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with card- 


board insert 
Flat, all- 


glassine 
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DY Nolalticelitic-Veeole-Waol ole NAciKixehe 
ering how to give their products 
foe Ke f-Yo ME Xe] I-S-MMoKo hZolsh cole [T-Mob] 
packaging them in Bags by Royal. 
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ticular sales requirements. The 
Royal representative in your ter- 
ritory will gladly furnish details 


upon request. 


THOMAS M ROYAL & 


Department M LY;10(0 y MAL 
PHILADELPHIA, U.S.A. 














OF COURSE, YOU KNOW “GENERAL PUBLIC” 


Make a test with Ribbonette and see for yourself 
how quickly its use is reflected in increased dealer 


You know this gentleman and his millions of 
duplicate copies, the great American public. 
You know how quickly he and his feminine 
counterpart react to colorful decoration—in 
packages as well as uniforms. It is for this reason 
that so many hundreds of packagers choose 
flashing, colorful Ribbonette as the final fitting 
touch of decoration for attention-getting pack- 
ages. 


acceptance, in mounting sales. We suggest that 
you mail us one of your standard packages and let 
us submit some suggestions for the most appropriate 
styles and colors. We will be glad to show you 
how to tie Ribbonette so as to secure the greatest 
possible effectiveness at the lowest possible cost. 
Write to— 


RIBBONETTE DIVISION 
CHICAGO PRINTED STRING CO. 


2319 Logan Blvd., Chicago, III. 
55 West 42nd St., New York 


\IBBONETTE 


By the Makers of Print-Ad- String. 
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BETTER... hesise of its ull 


lranspa see 4 crealer protectwo 


Ordinary transparent window 
materials may wrinkle, buckle 
and distort the shape of the 
box orcarton. They may harm 
the appearance of the product 
within because of their yellow 
cast, 


ae ea 4 


for cosmetics and drug store 
items, for candies or for dried 
fruits, Protectoid has no equal. 
It has no food value for vermin, 
mold spores or other forms of 
infestation. 


FOR GREATEST PROTECTION SPECIFY PROTECTOID 


4 





Protectoid windows cannot | 
shrink. Protectoid's 100% 
transparency means 100% 
sales pulling visibility. 


PROTECTOID windows won’t shrink! 


Protectoid is a shrinkproof, sweatproof, 
waterproof, moistureproof, non-inflam- 
mable transparent cellulose acetate 
material. These superior qualities make 
Protectoid the ideal means for provid- 
ing, simultaneously, protection and 
visibility. For carton and set-up box 
windows Protectoid offers the addi- 
tional and paramount advantage of 
positive cementing to boxboard with- 
out distortion of the shape of the box 
or carton. 

Protectoid, in the semi-moistureproof 
form, will not become foggy, for mois- 
ture will not condense on the inner 
surface of the wrapper. Its waterproof 
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and greaseproof qualities will insure 
against the products within adhering 
to the box or carton top. 


Protectoid is available in rolls or sheets 
and in thicknesses ranging from .00088 
to .010 or heavier. 





PROTECTOIO 


Trade Mark Reg. U. S. Pat OF. 
+. 
is a Product 


of 
CELLULOID 


CORPORATION 
ESTABLISHED 1872 








10 E.40th ST. NEW YORK Z 
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VEN before the jury selected these 
Ritchie-made packages among the hun- 













dred best of 1933, they had already proved : 
1f 
their power to build and increase sales. ha 
tre 
In the consumers’ acceptance lies the real 
test of the value of a package. pri 
th 
inc 
bir 
Th 
in 
Ww. CC. RITCHIE and COMPANY ve 
PAPER BOXES ALLIED PRODUCTS FIBRE CANS — ™ 


CHICAGO NEW YORK 
Akron Minneapolis Nashville 
Cincinnati St. Paul Louisville 
Detroit Los Angeles Memphis 
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OLLOWING a practice established six 
years ago, MODERN PACKAGING, in at- 
tempting to present a résumé of present prac- 


tices and probable trends in paper box design 

and sec ao has invited expressions from QUALITY IS “B Uy” WZ @)*2 3) 
several of the outstanding box makers, believ- 't@)°4 Biel YEAR’S CROP (e) 3 
ing that these opinions will be helpful in the 

formulation of future plans by users of paper PAPER BOXES 

boxes. Besides these summaries, there is also 

included, as a logical part of this study, similar 

expressions from the leading manufacturers of INNOVATIONS COME AND GO, YET SET-: 
a oe ein ee UP PAPER BOXES MAINTAIN THEIR DESIRA- 


weplies are set down, not in the order of their BILITY INS EO NIFAINIS ze)” HIGH:GRADE 
importance—and, indeed, some of the views 

expressed may seem contradictory—but purely MERCHANDISE 

from the standpoint that each opinion repre- 

sents the experience and observation of the 

individual expressing that view. From these, 

it is believed, the prospective purchaser of 

boxes can determine what set of conditions is 

most suitable to his purpose, and act accord- 

ingly in his planning. 

“The demand for distinctiveness in packages 
is universal,’ W. M. Hilliard of The Dennison 
Manufacturing Company tells us. “While 
many fancy wrapping materials are beautiful, 
rich and distinctive from the design viewpoint, 
still the fact that they may be obtained by any 
box maker, and it is possible for them to appear 
simultaneously on several competing packages, 
has made the designer loath to use them. The 
trend toward the use of flint and mica papers, 
metallic finished papers, such as foils and 
bronzes, in various colors, and distinctive 
printed jobs, is more strongly marked today 
than it was a year ago. 

“Another interesting thing to note is the 
increasing use of separately made parts, com- 
bined into unusual and beautiful packages. 
The set-up box maker is particularly fortunate 
in that his product lends itself to greater 
versatility in shapes, styles and designs, than 
any other type of package. He can give his 


_ i a ais ce Jane ee BRR eters 


Creating, in a gift box, the impression of value for the 
product. Box by Dennison, made for Langlois 
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Hinged at both sides and contain- 
ing two trays—a new note in 
candy boxes by W. H. Deisroth 


Company, Incorporated. 













With metal foil and glossy paper 
coverings—two of the new boxes by 


Schultz Illinois Star Company. 






































Sales-attracting boxes for staple: 
products—designed and made by 
Cambridge Paper Box Co. 


4-5 With its polka-dot paper cov- 
ering this dainty box used by 


Johnston’s for stick candy wins 
instant appeal from the young- 
sters. Paper is by Charles 


Wiliams & Company, Inc. 


6 Metal foil, “Pine Needles’ de- 
sign, produced by Reynolds 
Metals Company, Incorporated. 


For totlet powders—unusual but 


N 


effective designs recently produced 
by William Buedingen & Son. 


§ Metal base display boxes, covers 
of imitation leather, velvet and 
velveteen, designed and made by 


Arrow Manufacturing Company. 


A group of boxes which attract 


sales through exclusiveness and 
luxury appeal. Created by W. C. 
Ritchie and Company 





Embossed metal foil, ‘Northern 
Lights’ design by the Reynolds 
Metals Company, Inc. 
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FANCY PAPERS AS BOX COVERINGS ARE DOMINANTLY 
INTERPRETIVE OF MODERN STYLE AND EXPRESSION 
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One of the many colors obtainable in Crystallon—by 


Riegel Paper Corporation 


Simplicity and dignity are outstandingly expressed 
in the group of boxes shown above, as furnished 


by Electric City Box Company 
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product many sides, many shaped domed tops, can use curves and 
angles, make thin walls and thick walls, can even give the appearance 
of heavy construction which can only be matched by the use of wood, 
can also simulate heavy moulded construction, useful in display 
packages, and with a minimum of expense and weight without 
sacrificing strength. 

“There is also a tendency toward the greater use of designs of the 
type such as used for garter and brace boxes. Boxes so decorated 
lend themselves nicely as units in a large area display for show case 
or show window. The competition for such display space is so great 
that anything that will be welcomed by the dealer as suitable to 
help dress up his display is being used more and more in designing 
new packages. 

‘There seems just at present to be a slight swing back to the dual 
or secondary use packages, but I do not believe this will attain very 
large proportions as it is necessarily confined pretty well to the more 
expensive type of package, and undoubtedly owes its new lease on 
life to things being done by the makers of moulded plastic containers. 
Because of the comparative costliness of packages made of such 
materials, any merchandising feature that tends to enhance theif 
value in the eyes of those interested is welcome. There is, however, 
a feeling that no package should have the appearance of, or be of 
greater value, than its contents. 

‘The question as to whether or not there is an increase in the use 
of the ‘family resemblance’ idea in packages, will stand some dis- 
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cussion. There is no doubt in my mind that it is gaining 
ground with manufacturers who put numerous products out 
under a common brand name. That many designers believe 
it good practice is easy to see. Among the packages at the 
recent package show in New York there were many examples. 
The value of mass displays of a number of different products 
under one brand name and in similarly designed packages is, 
of course, great. The possibilities should be kept in mind. 

“Among interesting developments is the increasing demand 
in some directions for a redesigning of packages each year. 
For example, such products as novelty jewelry, used so much 
as costume accessories, which is restyled annually and some- 
times oftener in connection with new fads that may take 
hold. The retail dealer in products that are used extensively 
for gift purposes demands that the package designers keep 
step with the articles to be packaged. The setting must be 
worthy of the jewel, enhance its beauty and help create the 
impression of value. 

“The public all over the country is becoming daily more 
discriminating. Remember that today ‘the sticks’ are no 
more, modern invention has taken care of that and ‘back of 
beyond’ listens in on the radio or motors frequently to a 
nearby town to see new merchandise, thinks the same things 
and talks the same language as the east side of the North 
River. The tank towns buy chain store goods and wear 
replicas of Paris models, even as you and I. Mr. and Mrs. 


Open or shut this box sells its con- 
tained product. Developed for Tweeker 
Eez Corporation by American 
Marketing & Management Service 


Personal expression is _ effectively 
incor porated in the boxes shown below, 
made by The Warner Brothers Co. 


Public expect the best in packaging both in 
design and utility. 

“The last point I wish to make is that, best of 
all, good packaging is more and more definitely 
taking its place as one of the most valuable phases 
of advertising. Glance at the cosmetic set boxes 
which are to be seen, any one who doubts this 


Waregold paper by McLaurin-Jones Company 
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The demand for distine- 

liveness in packages is 

ably met in the above 

: ss FT Oe ot niet dae group of quality boxes 

articles they enclose. igh Doe RaeD. | Param hee made by Dennison 

Unquestionably the most important prob- sp Wen: sie ie Se & Ayre Manufacturing Co. 

lem confronting manufacturers and designers Reig = 12k) a ys iam ain 

of packages, writes B. G. Warner of the BiG es «es ; "g eg Toa | € 

paper box division of the Warner Brothers "eg 

Company, is that of design and appearance. Bg, oe as 

Due to the codes, provided that they work a Wis Be BPRS gee San, * Gold paper in embossed 
i ; dh igs design as furnished by 

Nashua Gummed @& 

Coated Paper Company 


statement. They are examples of a widely 
used type of package that sells generally for 
no more nor less than the retail value of the 


out as planned, the question of competition 


and prices for boxes will not be as important 


In the perfumery box at 
left, Ferdinand Buedingen 
Company, Inc., has artis- 
tically combined red velour 
paper with gold. The hex- 
agonal box shown at the 
right uses an embossed 


flower pattern covering 
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An effective display with 
set-up base (Artcote-cov- 
ered) used by Pioneer 


Suspender Company 


Renaisant foil pattern of 
Hampden Glazed Paper 


and Card Company 


as one might believe, states Mr. Warner. ‘“‘In many 
lines the price situation is to be improved as a result 
of the codes, so that many manufacturers are producing 
similar goods at fairly equal prices. Hence, it will be 
necessary for the manufacturers of these products to 
give increasing attention to the appearance of the 
packages in an endeavor to make them more attractive 
than their competitors. For this reason I feel confi- 
dent that the question of design and appearance in the 
future will be more important than ever. 

“The trend in boxes is gradually working away from 
the extreme modernistic type to a similar type which 
might be termed chic. Color will unquestionably play 
an important part in the appearance of boxes. This 
effect is already showing itself in the newer boxes that 


Display box (at left) designed for Hygenia Brush 
Company by American Marketing & Management 


Service, in contrast with former one at right 


are being brought out where there is a 

general tendency to use soft colors that 

harmonize perfectly. This is particularly 

so in hand-made boxes where considerable 

use is now being made of cork, metallic and 

wood papers, as well as satin-finished papers. 

“In the past the average box that was 

designed had the appearance of a piece of 

board covered with any attractive paper. 

In designing boxes today serious study is 

given to each individual case to create a 

more personal expression in the final packages. In 

order to do this, the article which is to be packaged 

must be of paramount consideration. The designer of 

boxes must not only take into consideration the usual 

run of problems but must also study the products to 

be packaged and determine the type of package and 

type of design which will attract the eye of the ultimate 

purchaser. There is no question but that eye appeal is 

what we are all striving for in the designing of packages. 

One must go even further than consideration of the 

article to be packaged and must also make a study of 

the plans the manufacturer has made for the advertising 

of the article so that the package itself will readily 
work in with the advertising to be done. 

“In short, designing today (Continued on page 102) 
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1. To tie up with its 1934 advertising, ‘‘a movie in 

3 parts,” Johnson & Johnson uses this novel and at- 

tention-compelling window display, created and 
produced by Einson-Freeman Company, Inc. 


“For personal typewriter correspondence,”’ as 

ressed in its “Highland’’ bond, Eaton Paper 

Company offers this dignified and very business-like 
looking box with its supply of the ‘‘necessary.” 


3. One fits into the other in this package assembly 
used by Wegal Products Company for its perfumed 
deodorant. The tin receptacle was made by 
American Can Company, carton by Shuttleworth 
Carton Company and label seal by Every Ready 
Label Company. The design, as carried out on 
each item, was created by E. Leonard Koppel. 


4. Runkel Brothers for cocoa butter: an aluminum 
foil-covered carton enclosing the products wrapped 
in aluminum foil, both designed and made by 
Reynolds Metals Company. Both carton and 
wrapper reflect heat and light rays and thus protect 
the product under various atmospheric conditions. 


5. This neatly capped, square stock emerald green 
jar of Owens-Illinois was chosen by J. A. Case, 
Inc., for the packaging of its soluble tooth powder. 
The wide mouth makes for convenience in use and 
the band-over-cap protects. Label was designed 
and printed by the Star Printing and Label Company. 


6. The new molded display for Norwich 
Aspirin holds an ample supply of that prod- 
uct and won’t dent, dull or dog-ear. The 
sales story is simply told right on the display. 
Photo by courtesy of General Plastics, Inc. 








PACKAGING FALLACY NO. 1 
“WE CAN’T AFFORD TO CHANGE OUR PACKAGE—IT’S TOO WELL KNOWN” 


S THERE a package designer, merchandising 

counsellor or sales and advertising executive 

living who, having advanced the thought that 

the introduction of a new, attractive package, 
in place of an ornate, out-moded and copy-cluttered 
one, now in use, would be a much needed tonic for the 
stimulation of sales, has not heard his client alibi in 
somewhat the following fashion? 

“It’s quite all right, and perhaps a wise procedure, 
for manufacturers of relatively little-known products 
to radically change and improve their packages. But 
our case is entirely different, we can’t afford to change 
our package—it’s too well known! To do so would 
jeopardize our present volume. Our customers are 
entirely satisfied with things as they are, and would 
lose confidence in our product if we changed the 
package even 
moderately—to say 
nothing of a radical 
change.” 

If the statement 
of that manufac- 
turer were to be 
taken literally, it 


Cover of  salesman’s 
brochure used by Hygeta 
Nursing Bottle Com- 
pany. Above: New 
packages adopted by the 
company 
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might reasonably be interpreted to mean: 

1. That he was already selling every one who could 
profitably use his product. 
That the thousands of new consumers, coming 
into the market each year with new, fresh ideas, 
would automatically buy his product in prefer- 
ence to all others. 
That his present customers were immune to 
modern changes, influences and trends. 
That his package contained so many of the 
characteristics of the eminently successful sales- 
man that it could safely withstand the compe- 
tition of newer and possibly improved products, 
dressed in better (from the consumer’s view- 
point) designed packages. 
That his appraisal of what his customers would 
do was based on facts as they are, and not on 
what he would like to believe they are. 

There used to be a period when a manuf:cturer could 
safely maintain a policy of determining exactly what 
his customers could and could not have in his product, 
but along with the black-bodied Model T, that is now 
a matter of history. While many of these dictators 
of what the public must buy successfully resisted the 
efforts of well-intentioned counsellors to get them to 
change their viewpoints, other less opinionated manu- 
facturers readily investigated and adopted new methods 
of presenting their products in terms of greater self- 
interest to their consumers, and were rewarded for 
their efforts by generous and gratifying responses in 
the form of larger and still larger sales volume. 
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Counter display card which features 8-oz. 
nursing bottle carton 


At right: The old ‘‘Food Cell” 
and “ Breast’ cartons 


The sales and advertising plans of these latter suc- 
cessful manufacturers may not have been as extensive, 
nor nearly so ambitious, as those of the former, but 
since they designed their products and packages to 
deliberately satisfy the known needs and desires of 
consumers, rather than their own interests, they en- 
joyed greater consumer confidence and sales. Many 
an excellent sales plan has stalled on the road to success 
due to a loosened spark-plug wire in the form of an 
outmoded package, designed to suit the manufacturer, 
rather than the consumer! 

A Southern manufacturer of flavoring extracts in- 
creased his sales 38 per cent during the last four months 
of 1932 through a simple change in his packaging. 
Another manufacturer, of an ice cream powder, simi- 
larly increased his sales from one hundred thousand 
packages in 1932 to around five million in 1933. Still 
another manufacturer, of a hand lotion, had the plea- 
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sure of chalking up a 312 per cent sales increase in 1932 
over 1931, while a cracker manufacturer went from a 
half-million to six million packages in a single year 
through no change in his product or its merchandising 
except an improved sales appeal to the consumer, 
incorporated in his package design. 

With hundreds of such tangible sales increases being 
reported with increasing frequency, it seems difficult 
to understand why many manufacturers still cling so 
tenaciously to their old ways and old packages, rob- 
bing themselves of the sales impetus and added profits 
that result from studying consumer needs and desires, 
and then correctly interpreting their findings in im- 
proved, modern packages. 

An interesting example of an old, established manu- 
facturer who decided to investigate the profit-building 
potentialities is found in the case of the Hygeia Nursing 
Bottle Company of Buffalo, N. Y. Established in 
1890, this company enjoyed patent protection on its 
wide-neck nursing bottle and nipple up until a few 

years ago. 

The demonstrated advantages of 
the Hygeia, over the ordinary 
narrow-neck nursing bottle and 
nipple, were found in: 

Greater Assurance of Cleanliness: 
No brush is necessary with the 
Hygeia bottle, for it is as easy to 
clean as a tumbler, while the Hygeia 
nipple is as readily turned inside 
out as a glove, thus insuring the 
complete removal of any milk par- 
ticles, or any other foreign sub- 
stances. 
Less Chance of Germ Contagion: 
The tab on the Hygeia nipple allows 
handling without having the fingers 
actually touch the sterilized inner 
surface. 
A Healthier Baby: The Hygeia 
nipple closely approximates the 
natural shape of a mother’s breast. 
Due to the fact that the nipple is made of firm, 
resilient rubber, it requires the same muscular efforts 
the baby would exert in natural breast-feeding. This 
exercise helps develop the features properly, encourag- 
ing the normal shaping and development of the teeth 
and the bony structure of the jaw. 
A More Contented Baby: Peaceful, uninterrupted 
feeding at all times is insured by the mid-rib construe 
tion of the Hygeia nipple which prevents nipple § 
collapsing. 
Higher Original Cost But Longer Life: Due to bettef, 
stronger and more carefully graded materials, longef 
life is insured for Hygeia products, over ordinaty 
nursing bottles and nipples. 
Guarantee Against Breakage: Every Hygeia bottle 
is guaranteed to withstand all changes in temperature 
encountered in its regular use. 
Reduced to its simplest, (Continued on page 106) 
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Tana IGNIFIED, | distinctive —_ oe; i ‘ @ circular metal base is chromium and 
and unusual displays - 4 carries copy lettered in black. The 
com _ interest dealers in put- a . | sides and the bottom of the base 
ting a manufacturer’s ETHOS. Areas ; ; @ are painted green to match the 

products on a counter—a recognized ee St ae f # a green used on the Woodbury pack- 
aim of every manufacturer whose oe r ogg o> 4 ages. A bulb in the base illuminates 
merchandise outlets are department _ ye the merchandise and the semi-circular 
or drug stores. In designing the dis- ~ mirror which is the back of the display 
plays shown on this page it was taken through a frosted glass shelf on which the 
into account that a display adaptable to various merchandise is shown. 
sizes and shapes increased the use of the display by The base of the Helena Rubinstein display, on which 
giving the dealer an opportunity to feature different the Merchandise is shown, consists of two discs. The 
products made by the same manufacturer. outside of the lower disc is a chromium band on which 

The Westclox display is in black and silver to tie up is lettered Helena Rubinstein. 
with the black and silver Big, and Baby Ben clocks The base of the Odorono display consists of two 
and Pocket Ben watch. It consists of a simple metal chromium discs on which the merchandise can be shown. 
base and center column, tied up with three silver bands A chromium tube in which there is a bulb holds the 
to give it distinction. A circular piece of glass carrying simple illuminated square glass sign. 
the word Westclox, the Ben trade marks and other These metal and glass illuminated displays were 
necessary copy is illuminated in an effective manner. designed by Henry Dreyfuss for Price Brothers to 

In the Woodbury display the face of the semi- meet the individual requirements of manufacturers. 
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ss NCLE SAM’S New Contacts With Packag- 
ing,” might fittingly serve as a chapter 
heading for our current survey of the march 
of packaging progress under Governmental 
auspices. That one month has brought as many as 
lialf a dozen new developments in this quarter, all 
quite distinct and apart from 
the pervading NRA and its 
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have been showing increased respect tor skim milk as a 
food high in protein and rich in vitamin G. They have 
all along known of the super qualifications of dry 
skim milk which may be used in all the ways that 
fresh skim milk may be, and in others besides. But, 
for all that a limited amount of milk in powdered form 

has been manufactured every 

year, comparatively little of 














cru 
ble 


rec 
pai 
of 

Ca 
ma 
age 
sin 


Codes, is eloquent evidence of in it has come on the market. 

the multiplicity and diversity Of recent consideration by Gover- All because the right kind of 
of Federal contacts with pack- ment research sources are the packag- package did not present itself. a 
aging interests. ing of dry milk, cheddar cheese and Lately the Department got ; 
Above all else the latest frozen foods. Similarly receiving busy in earnest on this par- ¢ 
turns of events are cheering in consideration—both by Federal bu- ticular packaging problem, ple 
that one and all attest that reaus and individual companies—in which demanded a low-cost me 
the Government departments, the direction of product protection is container but one that could tril 
bureaus and tribunals are be- the development of anti-rancidity be depended upon to keep the Ea 
coming package-conscious in packages. All of the above, it milk dry. After tedious trial- ing 
a constructive sense. For offi- should be noted, bear directly on the and-error experiences, the De- for 
cial Washington has for some ear wreenggir se phases of packages, all partment’s packaging sharps cot 

. volving elements of materials rather 
time had a keen awareness of : have produced what they hail rac 

: ‘appeal than those of purely decorative de- ; 

the high and rising importance sign.—Editor as the ideal package for dry the 
of the modern package as a skim milk—a bag that gives gas 
factor in commodity display . the requisite protection, yet Lo 
and a merchandising agency as makes the dry milk available me 
well as a carrier of goods. But in the small quantities that all 
it is only in the latest moves that we find welcome proof housewives want. The Department people predict ma 
of a realization in the seats of the Federal mighty that that soon the packaged dry milk will be on sale in every to 
packaging is a tremendous, potential creative force— grocery store. jev 
logically a business-building power to be harnessed for A case in parallel is afforded by the advent of the cot 
purposes of commercial and industrial extension and revolutionary new package for cheddar cheese. Here the 
expansion. was a situation even more irritating than that men- on 
The new spirit at Washington, which not merely tioned above. Dry skimmed milk was not selling be- 
enlists packaging as an aid to recovery but actually cause it had only a limited distribution. Cheddar an 
counts on packaging to initiate new activities, is best cheese was on the market but did not move as its the 
exemplified by Uncle Sam’s several recent summons to merits should warrant. Ready to hand was an act 
packages as ‘‘storm troops’ to lead an advance. A American industry, producing a superior product, but fur 
conspicuous instance of what is meant by Govern- getting a response far below that in the European thi 
mental recourse to packaging as an industry saver is market. Great Britain has been eating, per capita, nis 
just now afforded in one of the nation’s infant indus- twice as much of this type of cheese as has the United ; 
tries, i.e., the dry skim milk trade. The story is, if States. And in some of the Continental countries the ed; 
you please, the packaging sequel to the organized drive average consumption, per individual, has been four in 
by the U. S. Department of Agriculture to induce the times as great as in the United States. on 
American people to include more milk in their diet. This obvious underconsumption has twitted the be 
the 


For some time past the Department’s diet experts 
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chiefs of the U. S. Bureau of Dairy Industry, whose job 








it is to encourage the nation to absorb the maximum 
quantity of dairy products. They set out to find the 
cause and what they discovered was that cheddar 
cheese was a wallflower in the average food shop be- 
cause it lacked a proper package. The consumer who 
indulged his fondness for this delicacy had to accept a 
crumbling hunk of irregular shape, cut from a loaf or 
block. Maybe the service from bulk was not too re- 
assuring to a fastidious customer, exacting in sanitary 
requirements. And the grocery store clerk, for his 
part, was none too anxious, perhaps, to make the best 
of the messy, tedious job of bundling from bulk. 
Canned cheese was the indicated solution for the stale- 
mate. But how to achieve it was something else 
again, because this job of packaging was in no wise so 
simple as soup, fruit and vegetable canning. 





Before the most difficult version of packaged cheese 
could become a reality means must be found to ripen 
the cheese in the can, taking care, meanwhile, of the 
gases that are formed. As a result of several years’ 
inventive and experimental effort in Government 
laboratories, the scientific package hunters demon- 
strated that this may be accomplished by providing the 
can with a valve which permits the escape of the gases 
without allowing the ingress of air. It sounds as 
though this would run up the cost of packaging but in 
reality added overhead carried by the new-fangled 
package is more than compensated by the elimination 
of loss through evaporation, the necessity for paraffining 
and the care necessitated in the old operation of curing. 

Having pointed the way to a valve-in-head cheese 
package that actually enables (Continued on page 114) 


WATCH DISPLAY STIMULATES NATION-WIDE SALES 


“ur Bulova Watch 
¢ Company has com- 
pleted a plan for the 
merchandising and dis- 
tribution of its new Lone 
Eagle watch, April 5 be- 
ing the date set for the 
formal announcement to 
consumers. Prominent 
radio stations all over 
the country were en- 
gaged for the special 
Lone Eagle announce- 
ment. Prior to that date 
all the merchandising 
material was distributed 
to the trade so that 
jewelers all over the 
country could display 
the Lone Eagle watch 
onexactly thesamedate. _, 

The attractive display ib 
and the special boxes on 
the display shown in the 
accompanying illustration were the tangible dealer aids 
furnished to the jeweler for the purpose of tying in with 
this nation-wide campaign. In addition he was fur- 
nished with newspaper mats, direct mail pieces, etc. 

The display is made of wood with a chromium band 
edging and chromium letters. The display is finished 
in polished black ebony. The cardboard display 
on the back is removable so that the display may 
be used by the jeweler as a permanent fixture for 
the display of Bulova watches throughout the 





year. The boxes them- 
selves are made of wood 
and attractively _lac- 
quered in red and black. 
The pad on which the 
watch is displayed auto- 
matically lifts up to the 
level of the box as the 
cover is raised. Each 
wooden box is packed in 
an attractive paperboard 
container covered with 
red and black glazed pa- 
per to match the wooden 
box. The Bulova Watch 
Company has received 
letters from jewelers all 
over the country stating 
that the display is the 
most beautiful and most 
practical that they have 
ever received. 

The complete display 
was furnished only to 
dealers who ordered a minimum quantity of watches. 
The effectiveness of the display can best be illustrated by 
the fact that many of the dealers who did not originally 
order this minimum quantity increased their previous 
orders so that they might receive the display. 

The Lone Eagle boxes were designed and manufac- 
tured by the Arrow Manufacturing Company, Hobo- 
ken, N. J. The display was designed by the Bulova 
Watch Company, and manufactured by the Arrow 
Manufacturing Company. 
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xk k HOW 


IT'S DONE ABROAD 


A FEW PACKAGE KINKS SEEN AT THE LEIPZIG 


FAIR ARE DESCRIBED 


D 
fy Jbl en Prge 


HE Spring Leipzig Trade Fair, held in Leipzig, 

Germany, was an outstanding international 

success, and since many of the exhibits had new, 

original or unusual packaging or merchandising 
features to offer the crowds of buyers that came from 
all countries, some of these, briefly described, will be 
of interest to readers of MODERN PACKAGING. 

A new type of rack to be placed in the flatware silver 
chest, or to be used for smart window displays, was 
molded of phenol resin. This was offered in a variety 
of colorings, all planned to show the metal surfaces 
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of the flatware to the best possible advantage. A piece 
of wood to be attached to the chest fits the hollow in 
the under side of the molded rack and holds it in the 
desired place in the chest or window display. Single 
racks with smaller spaces on the upper side of the rack 
are available for forks, spoons, butter knives, etc., 
while double racks are designed for knives. These are 
so constructed that both the blade of the knife and the 
handle are held in place, and are in perfect keeping with 
the rest of the fittings of the silver chest. These 
molded racks are superior to the fabric covered wooden 
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racks since they are practically indestructible and will 
always keep the family silver chest in perfect condition. 

One of the newest, cleanest and most colorful methods 
of packing rubber sponges was noted. This particular 
method is practical for the smaller store where space 
is at a premium and where the merchandise must 
always appear in its most attractive form. A thick 
rubber sponge about five by three inches is compressed 
into a block about three by two inches and then securely 
wrapped in transparent cellulose. Twelve of these 
sponges are fitted into a box measuring twelve by seven 
inches and about two inches deep. A dozen of these 
in assorted colors present a most attractive display. 
No weather condition changes the size of the sponge 
or breaks the wrapping, since the sponge will not ex- 
pand to its full size until soaked in warm water for a 
certain length of time. 

One of the most effective counter selling displays for 
delicate shaded hair combs is mounted on a large 
board covered with silver foil which forms a perfect 
background to bring out the pastel colors of the ma- 
terial from which the combs are made. At the top of 
the board the trade name of the product is printed in 
bold bright letters. 

The selection of decorative and fancy papers offered 
was unusual and superior in texture and design to any 
previously noted in this market. These are planned 
for every possible boxing and wrapping purpose. 
Highly glazed papers in every color of the spectrum, 
as well as silver and gold, were shown. Clever imi- 
tations of leather and waterproofed fabrics suggested 
a variety of uses, such as the covering of inexpensive 
silver chests, manicure sets, toilet goods boxes, etc. 
Soft tweed coloring in handwoven effects and small 
checks suggest the coverings for hat boxes and other 
packagings including bags that might be used by the 
smart sports shop. 

Two interesting applications of fancy papers which 
were exhibited are shown in accompanying sketches. 
One of these is a folder envelope such as is used to con- 
tain valuable papers. Here the color and design of 
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the paper makes the container easily distinguishable in 
the filing case or box. Another use is as an envelope or 
cover for phonograph records. 

Colored as well as smartly designed paper tapes to 
be pasted on merchandise envelopes or packages— 
instead of the usual grey or brown papers—were shown 
extensively. These were to be found in a large as- 
sortment including dull metals, soft pastels, two-toned 
effects and in a variety of highly glazed papers in the 
stronger colorings. When designs were featured on the 
tapings they were executed in low toned colorings in a 
collection of modern, though restrained, designs. 
Small checks, tiny ovals and an arrow-head design 
were among the most attractive shown. Two tones 
of brown, grey, blue and gold were the most effective 
colorings noted. A new ribbon pattern with the ad- 
vertising wording carefully planned so that it worked 
in as an integral part of the design was modern, smart 
and most attractive. 

A full sized sports hat box covered with a choice of 
well designed papers and finished on the cover with a 
ribbon bow was one of the very smart new stationery 
packagings. This round box was built up inside and 
divided into compartments arranged to hold corre- 
spondence cards, envelopes and note paper. When 
empty all of the compartments and the filling at the 
bottom of the box could be removed and the box con- 
verted into a serviceable closet accessory. This was 
one of the items that sold very well. 

Small quantities of stationery packed in paper folios 
of various sizes were much in evidence, with the larger 
sized container more popular than ever. Great care 
was used to make the exterior of these folios more at- 
tractive, and with a more definite eye appeal. 

These folios were made from heavy rough finished 
paper, and in a great many cases were decorated with 
colorful, well drawn pictures that occupied the entire 
front of the folio. In many cases these were lovely 
enough to be used as week-end gifts, gifts for the 
traveler or for use in the guest room. For those who 
dwell in the country, colorful summer cottage scenes 
were presented; for those going to sea, the cover of 
the folio bore the picture of a liner ploughing through 
the ocean water; while for the lover of animals, dogs 
and cats of famous breeds posed in an attractive manner 
could be obtained. 

In this collection of stationery an entirely new gift 
idea for the alert photographer was suggested. Many 
of the exteriors of these folios were decorated with ac- 
tual photographs of individuals, thus offering a packet 
of smart writing paper, plus a photograph of the in- 
dividual from whom the gift was sent—an individual- 
ized and personalized reminder for Christmas, birth- 
days and such other occasions as Mother’s and Father’s 
day, going away presents, etc. 

One of the most noticeable facts about the toy build- 
ing of the Leipzig Fair was the greatly improved 
methods used in the packaging of toys. One outstand- 
ing collection of moderately priced dolls was individu- 
ally boxed, while on the back of each box there was a 
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sea scene or landscape, planned to bring the costume 
of the doll more forcefully into the foreground. For 
instance if the doll were dressed in a very crisp ‘‘Sunday 
dress,’’ the background design depicted the street 
scene in a small city with a church conspicuously lo- 
cated in the background. If the doll were dressed ina 
bathing suit a beach scene was used, etc. This form 
of packing is especially practical for the small store 
where limited space and lack of special display fixtures 
make it difficult to show this merchandise to advantage. 

One colorful collection of wooden blocks was packed 
in a practically indestructable transparent cellulose 
bag that was shaped into a square at the base and 
finished at the top with a piece of strong string. This 
packaging not only had eye appeal but was practical 
and durable as well. A sturdy canvas bag, for the 
storage of children’s blocks, is not a new idea, but when 
decorated with well designed stencils gave the bag a 
gay and carefree appearance which would delight 
any child. In many cases these designs suggested 
figures and forms into which the blocks might be built. 

At many of the food stands in the buildings of the 
Fair, bottled milk was served in a convenient and 
sanitary form, both from the dispensers’ and consumers’ 
point of view. The paper cap on one type of bottle 
had a small hole punched in the center, and on either 
side thin paraffin paper was pasted over the hole so 
that a straw could be easily inserted into the bottle by 
breaking through these two thin layers of paper. This 
assured the customer of clean, fresh, uncontaminated 
milk that did not have to be poured into a glass, or un- 
capped by soiled hands. 

Milk bottle caps made from thin aluminum were also 
featured, providing a permanent top for the bottle so 
long as the contents are in use. The opening of the 
cap was so designed that when in use it formed a 
surface over which the milk could be poured. 

A tricky tablet box was observed, this being shown 
in one of the illustrations. By means of perforated 
holes in both slide and tube it is possible to conveniently 
remove one tablet at a time, without spilling out the 
remaining tablets. 

An entirely new form of cigarette packaging was 
noted. This is planned to keep the cigarettes from 
crushing as well as to keep them fresh since the packag- 
ing is sturdy and practically airtight. This package is 
made of thin paperboard covered with aluminum paper. 
The outer surface of the package is raised and shaped 
so that each section accommodates one cigarette. The 
inner surface is smooth and a tab of each section can be 
easily torn down and the fresh cigarette taken from its 
individual compartment. This compartment in turn 
may be detached from the package and thrown away. 
For the man’s pocket or the woman’s hand-bag, this 
form of packing is ideal and smart in appearance. 

Another very neat form of packaging for cigarettes is 
a new type of strong, well designed paperboard box 
that is stamped out of one piece of cardboard. This is 
available in a variety of sizes and designs but all are 
made on the same basic pattern. 
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Ketler-Dorian Paper Co., Inc. 
390 4th Ave., New York 


‘Hampden Glazed Paper & Card Co. 
Holyoke, Mass. 





























PATTERNS REPRODUCED ON THESE PAGES ARE ONE-HALF ACTUAL SIZE 
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Holyoke, Mass. 


DECORATIVE COVERINGS 





Louis Dejonge & Co. 


69 Duane St., 


New York 
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Middlesex Products Co. 
|1! Putnam Ave., Cambridge, Mass. 














Just AS THE RIGHT GOWN, the right coiffure, the right suggestion of perfume emphasize a 
woman’s natural charm and make her infinitely more desirable . . . so does the right 
package . . . a glass container that reveals rather than conceals the appeal of its 
contents . . . make a product decidedly more salable. If you will drop in at any retail 
store and listen to the conversation that goes on across the counter, you will appreciate 
why glass is such a practical, profit-producing way in which to dress your goods before 
they go to market. Below, you see a selection of fine élass garments ... just a few 
of the attractive OnIzed stock shapes and sizes suitable for all varieties of food products. 
Below, and to the right, is the OnIzed symbol, standing for the complete service, 
from plan to package, that is maintained by Owens-Illinois for the benefit of those 


who pack in Onlzed élass containers. Owens-Illinois Glass Company, Toledo, Ohio. 


THE ‘“‘MODERNISTIC” LINE of Onlzed containers, in duces sales. But this line is only one of a multitude, 


which the olives in this photograph are packed, is as you can see, for the other stock-mold containers 
ideally suited for many similar food products. The illustrated are equally effective. Owens-Illinois offers 
clear, sparkling glass and distinctive lines display you an infinite variety of package styles from which 


them effectively in the appetizing manner that pro- to choose. The newest designs are always available. 
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FOOD CONTAINERS 





























The Marvellum Co. 
Holyoke, Mass. 





DECORATIVE COVERINGS 


Nashua Gummed & Coated Paper Co. 
Nashua, N. H. 














6 Royal Card & Paper Co. 
“os lIth Ave. & 25th St., New York 


FOR PACKAGES AND BOXES 


United Manufacturing Co. 
Springfield, Mass. 














Shellmar Products Co. 
350! W. 48th Place, Chicago, Ill. 





Freydberg Bros., Inc. 


Du-Tone Ribbon Corp. 
11 W. 19th St., New York 


138 W. 27th St.. New York 


in 
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Chicago Printed String Co. 
2322 Logan Blvd., Chicago, Ill. 
































METAL APPLIQUES FOR 


O ADD to the sales appeal of one’s product is 

always a desirable attainment. Time and again, 

a novel idea or design, incorporated in a package, 

has created an interest far beyond that obtain- 
able in its original presentation. The appeal of metal, 
in dull or burnished finishes, as applied to various sur- 
faces has long been recognized as an effective means of 
attracting attention and stimulating sales for those 
products on which it has been placed. In the form of 
appliques, thin metal decorations have been success- 
fully used for an extensive group of products, and while 
the introduction of these to the packaging field is 
something of an innovation, their 





PACKAGE DECORATION 


overlays by cementing them to plastic materials, wood, 
glass and to japanned or lacquered surfaces. By 
preforming them they may be cemented to curved 
surfaces. 

Metalliques of chrome plated nickel silver are more in 
favor and best adapted to applied decoration although 
they are obtainable in copper, brass, commercial bronze 
and aluminum. They may also be made of Alumilite to 
obtain lustrous effects, the latter being colored alumi- 
num. For overlays, .005 in. thickness of metal is 
generally used; for molding, either .005 in. or .010 in., 
depending on the size of the inlay. 





adaptability to various container 
materials and the comparative ease 
with which they may be applied 
occasion considerable interest. 
Incorporating certain patented 
features, ‘‘Metalliques’—a name 
given to the thin metal decorations 
made by the Probar Corporation— 
are used as inlays by molding into 
Bakelite, Durez, Resinox and similar 
compounds, and also by pressing into 
celluloid, Catalin and similar mate- 
rials which soften sufficiently with 
heat to allow the material to flow up 
around the bevel and make a flush 
inlay. They have also been used to 
give the effect of inlays by cementing 
them into shallow recesses which 
have been molded into plastic mate- 
rials. Likewise they are used as 


* 


Decorations in thin metal, for application as 
inlays or overlays, can be obtained in many 
designs. An actual sample of a thin metal 














design is shown above 
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On this and the opposite page are shown a variety of items from 
the Wanamaker Paper Shop. Combination packages, decorative 
wrappings and ties which may be used for a wide range of gift 
purposes—bon voyage, week-end, picnics or for ‘‘shut-ins.’”” These 
serve as excellent examples of interesting effects that can be obtained 


in the application of such materials 
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STORES SHO W 
by Ruth : ilk 
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IN BOXES AND WRAPPINGS THAT 
ARE USED TO STIMULATE RETAIL 
MERCHANDISE SALES 
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HAT clothes are to a woman, packages are 
to products. If you believe this, as I be- 
lieve it after a “‘survey” in and among 
merchandising circles, you can study your 

wife, daughter or sweetheart for the basic ideas that are 
needed to make your product sell. Find out what the 
feminine instinct looks for in clothes, and you will 
closely approach the answer as to what you should seek 
in a successful package for whatever you manufacture. 

Perhaps your wife is on a new milk and banana diet. 
She tells you, her friends and herself that she is doing it 
for the sake of her health. She isn’t. She is eating 
bananas and drinking skimmed milk for one of the ele- 
ments in your next package—shape! This word 
‘shape’ is just another way of saying design. 


“ce 


I undertook to study a great many ‘‘shapes”’ of pack- 
ages in this ‘‘survey.’’ The work has three parts: the 
packaging of regular store packages in boxes for de- 
livery; the special wrapping of textiles, and the new de- 
velopments in the sales of fancy papers that are in- 
tended for consumer use. 

In the first, the materials automatically grouped 
themselves into a few major classifications. The great- 
est were, of course, the regular wrappings for handker- 
chiefs, men’s wear, suits and coats, and more or less 


staple merchandise, as contrasted with hosiery, sta- 
tionery, and toiletries—items in which novelty is a 
great selling point. 

Fourteen New York stores were selected for the sur- 
vey, and changing designs were studied in preference to 
things in use even for a year or a year anda half. These 
may be, generally speaking, divided or classified into 
three groups: conservatives, ‘‘fusionists’’ and liberals, 
whose store merchandise policies largely determined 
their packaging policies. The conservatives—Bonwit- 
Teller, Saks Fifth Avenue and Best and Company have 
one thing in common with the “‘fusionists’’: Their gift 
boxes and the color schemes carried out in general store 
delivery boxes have not changed. Saks, for instance, 
still carries the brown cloak and suit box, with plain 





shallow top and checkered lower section. And the 
ivory and beige all-over design of Bonwit-Teller, the 
white and black of Stern’s, the cafe-au-lait with brown 
boxes of Lord and Taylor, all have remained practically 
unchanged during the last year. Two semi-excep- 
tions—the changing of lettering on the gray Altman 
boxes to match the Ultra Bodoni of Altman’s name 
plates and newspaper and magazine advertising, and 
the use of the gray-green lithographed paper with the 
gray scroll name plate for Lord and Taylor—have been 
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developed and put into use within the last year. 
In the most adventuresome merchandising group 
the Macy-Gimbel-Bloomingdale group—a tremendous 
change in styling of packages has been and still is taking 
place. The art director of Gimbel's has been quoted as 
saying that recent merchandising improvements have 
laid the foundation for the restyling of 150 packages, of 
which only about thirty have been completed thus far. 
Macy's purchasing manager (supplies and wrappings) 
has been heard to say that their new packaging develop- 
ments will keep a family resemblance in all Macy prod- 
ucts through the use of two devices: the 
Macy name plate with its identifying red star 
and the use of Caslon type for all copy, but 
each large group of merchandise will be dif- 
ferentiated by a specific color combination. 
Bloomingdale's, on the other hand, is not 
known to follow any “‘family’’ policy in pack- 
aging, but uses rather a specific design for any 
line packaging, but uses rather a specific design 
for any line of materials, such as a medium 


At right: Additional wraps and ties from Wana- 

maker's. Below: London Club stationery, as offered 

by Gimbels, uses flint paper covered boxes in white, 

blue, green and brown with the name panel in silver. 

The novelty box shown has slanted hinged covers and 
is tied with a decorative cord 


priced cosmetic line or a particular group of textiles, 
But these carry no one distinguishing name plate or 
mark distinctive of Bloomingdale’s. 

We must remember, of course, that with the excep- 
tion of Best and Company (which has 12 shops, in the 
metropolitan area, and in various summer and winter 
resort sections from Palm Beach, Fla., to Marion, 
Mass., all selling women’s apparel and accessories, plus 
some extensive stocks for infants and boys) the stores 
which have been doing the most redesigning are those 
with the largest capital and with the greatest coverage. 
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Gimbel’s, for instance, has four stores which use identi- 
cal packages: New York, Pittsburgh, Milwaukee and 
Philadelphia. Altman’s has three: New York, East 
Orange and White Plains. Bloomingdale's uses two 
types of package: those designed by its own designers 
for its own trade exclusively, and those designed by the 
headquarters of A.M.C. (Associated Merchandising 
Corporation) for Bloomingdale’s, Filene’s and White’s 
in Boston and Abraham-Straus in Brooklyn, all mem- 
bers of the same chain. 

The most clever and progressive work in design that 


















we observed was the boxing of ‘‘gadget’’ or combination 
boxes for display. Each of several stores had the idea, 
but no two in the same line. In each case, the set-up 
box provided a setting for an associated group of 
articles. At Altman’s it was a flat telescope box, with 
an inside collar through which a flat item like a scarf 
could be drawn and held firmly for display purposes, 
while the accompanying articles—handkerchiefs, sus- 
penders, or whatever was chosen—fitted in the bottom 
of the box as background. At Wanamaker’s one ob- 
serves a “‘hostess’’ or ‘‘week-end”’ or ‘“‘bon voyage’”’ or 


The new boxes for soap offered 
by Altman’s have a definite 


artistic justification for re-use 


Dunhill’s color scheme of red 
and black is carried out in 
detail on the small as well as 


on the large boxes 
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picnic box, assembling articles from the fancy paper 
shop, and adding gifts and small gadgets welcome to 
one going away from home or spending some time at a 
country place or other out-of-the-usual place. 

At Bloomingdale’s effort in this direction took the 
form of a box for textiles—or, rather, boxes for textiles, 
since two combinations were featured. One, the 
‘‘Aimcee’’—trade-marked material of the Associated 
Mercantile Corporation—for two transparent cellulose- 
wrapped sheets and two similarly wrapped pillow cases, 
which presented the ‘combination’ to the purchaser 
and yet allowed her as much freedom as possible in the 
selection of color and quantity. The other, for towels 
and bathroom linens (as shown at the left), was a 
distinctly Bloomingdale promotion, prepared by the 
buyer of the linen department. 

At Macy’s the most novel ‘‘combination box’’ was 
the two-bottle case, in appearance a playing card box 
but in performance a good holder for the two colors of 
ink almost needed by anyone in these days of matching 
stationery with appropriate ink. Perhaps we should 
withdraw that ‘‘most novel’ from the ink package, 
which is actually several months old, and award it to 
the stationery box in the much-acclaimed Mexican 
novelty fashion which simulates an adobe hut in the 
simplest modern fashion and at the same time provides 
a dual compartment for stationery of different sizes. 
The upper white compartment which is topped by a 
small rectangular knob handle carries a notepaper size, 
and the lower red or terra cotta compartment carries a 
larger size of the stationery. 

Besides these various kinds of display boxes (which 
also serve for delivery, of course) the stationery de- 
partments of all the retail stores offered the most 


From Bloomingdale’s: ‘‘Scotch Mist’’ stationery box, ‘‘ Marchion- 
ess’’ toiletry combination boxes and the ‘‘suitcase’’ type box used 


for monogrammed towels. From Saks Fifth Avenue: Three types 


of general store delivery boxes. Below: A group of novelty 
packages from B. Altman & Company 
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varied line of new and not always lasting package de- 
signs. Even in a store whose general packaging policy 
was fairly rigid, namely, Lord and Taylor, the stationery 
department revealed new boxes in plain colors with a 
diagonal signature facsimile, in the manner of imported 
papers, or revealed a gradual change in the identifica- 
tion of a store’s crest or seal on its quality merchandise. 
Such a transition has been interestingly carried on at 
Macy’s. The most exclusive of its boxed papers are 
still presented in ivory glazed paper set-up boxes, 
usually of the wedding chest variety, with a hinged top. 
The former Macy monogram, a very lacy diamond 
shaped motif, has since been replaced with a bold-faced 
three-letter ‘‘RHM”’ monogram in black, Broadway 
type, with a vigorous yet distinctive feeling. Now, on 
the pound papers and also on some of the boxed papers, 
anew Macy motif has come into being, scarcely a month 
ago. Drawn by a leading fashion artist whose models 
are outlined delicately in white on black, it carries an 
air of aristocracy and taste; the dove, with a letter in 
its bill, the central figure of this motif, carries the usual 
connotation of purity of materials. New colors include 
copper, which is combined on novelty and fine gift 
boxes with ivory and black, or green or brown. A pen 
and pencil set matching a style box for stationery can 
also be matched with the double-bottle set for inks. 
The new use of a dark green or dark red with silver 
stripes at top and bottom carrying the name of the 
paper and of R. H. Macy has increased sales of pound 
papers, it is reported. 

In the line of set-up boxes, the combination boxes 
prepared by Bloomingdale’s for ‘‘Marchioness,’’ its 
newest medium priced line, show an excellent use of 
simple motif and color combination to create a rich 
effect. White and gold is the color scheme, a woman's 
thin face is the motif applied in the center of the powder 
box, compact, lotion bottle label and other accessories. 
The line has been so successful that it is replacing 
gradually the former French line of ‘‘Marie Moliere,”’ 
carried especially by Bloomingdale's. 

Boxes of recent design for soaps show the next most 
unusual development in the cosmetics and toiletries de- 
partments. Gimbel’s, whose new soap boxes marked 





with the characteristic Gimbel white band were re- 
ferred to in these pages last month, is now developing 
the soaps to keep up to the high standard of box design. 
Where before a flat, rectangular cake was used, now a 
rounded pillow cake, holding no more material but giv- 
ing the appearance of a larger size, has been substituted. 

A similar ‘‘soap development”’ has been carried on by 
Altman’s. There a hinged-lid box, with a silk tab, 
capable of many uses after the soap has gone, has been 
adopted for all six of Altman’s soaps, selling from 85 
cents to $2.95. The boxes, harmonizing with the 
novelty gingham-covered closet boxes sold in other de- 
partments of the same store, have a definite artistic 
justification for re-use. 

The sudden expansion of a specialty establishment, 
selling pipes and smokers’ supplies in particular, into an 
articulated and smoothly running shop of the smartest 
sports fashions for women, stationery for men, creams 
and ointments concocted particularly for male use, 





Above: Stock boxes for various purposes, as offered by Blooming- 
dale’s. Atileft: Lord & Taylor name plate boxes for store delivery 


liquors and wearing apparel in the accessory class, is a 
‘“‘Notice’’ sign for all who pass by to see. 

Dunhill’s expansion, which took place at the time of 
the removal of the New York shop from the old address 
at Fifth Avenue and 43rd St., to the new Rockfeller 
Center shop, occupying three floors of the English build- 
ing on Fifth Avenue at 50th St., was marked at once by 
a radical change in package design for its former lines of 
pipes and smokers’ accessories, supplanting many of the 
former boxes used, and by the introduction of a striking 
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color scheme for the entire line of paper wrappings, 
bags, boxes of various sizes, and particular packaging of 
such things as pound paper, engraved cards and invita- 
tions, and the creams and restorative ointments pre- 
viously mentioned. 

The color scheme—crimson red and black-—is carried 
out in the smallest detail as well as in the largest pack- 
age. The type face used in the Dunhill name plate—a 
Futura or Vogue, in lower case with elongated ‘‘d,”’ 
“h,’’ and ‘‘l’’s—was carefully used throughout the line. 
The small three-feather motif and the motto ‘Ich dien ’ 
in the Dunhill crest were used everywhere just about 
the name plate. As a result, with red paper bags and 
wrappings water-marked with this crest and name plate, 
with black cord to contrast against the red wrappings, 
with black hat boxes smartly tied with red tape and 
plack shallow lids on red suit and coat boxes, the pur- 
chaser from Dunhill has a distinctive and colorful closet 
box or a clever gift box, at once unusual but not in any 
way suggestive of redundancy or anything but quality. 

The packaging of textiles, yet in its infancy, is being 
developed by many stores and shops through the use of 
transparent cellulose as a preliminary move toward 
more extensive packaging developments. So far, 
among New York stores, only a few have tried grouping 
of textiles—selling a pair or a half dozen sheets and 
pillowcases in a transparent wrap for all-year-round 
selling as well as holiday promotion. Gimbel’s, Bloom- 
ingdale’s (with the AMC line, going under the trade 
mark ‘‘Aimcee’’) and Macy's have carried on the most 
original work in this line. 

Paradoxically enough, in no branch of packaging is 
there such a need for intelligent wrapping as in the 
field of fancy wrappings. Our survey revealed a start- 
ling lack of careful wrapping and display of packages 
from the manufacturers’ standpoint. Only two or 
three lines were carried in the majority of stores visited. 
We are approaching the subject from this point of view 
rather than from the standpoint of the particularly 
chosen resources of each store, because the problem is 
one to be faced and solved by the manufacturer of 
fancy papers rather than by the retail store. 

Fancy wrappings, like gift novelties and party favors, 
are distinctly in the luxury class and are, therefore, less 
apt to sell well than the more staple articles of merchan- 
dise. A purchaser, obviously, can always get tissue 
paper—and she can usually get it neatly wrapped in a 
round roll, with a label telling the quantity enclosed, 
the size of each sheet and the name of the manufacturer. 

At this particular season the wedding and baby 
shower patterns, in gold or silver and chalk white on 
white, are particularly good sellers. Such patterns, in 
the Norcross line and others, are openly displayed by 
Lord and Taylor, Macy, Altman and other stores. 

Next most popular are the papers of tailored pat- 
terns—some by Dejonge, others by Bemont, Hy-Sil— 
in contrast to the pictorial patterns suitable for such 
specific occasions as ‘bon voyage,” holidays and social 
events like showers. Stunning papers in copper and 
other metallic effects were available in some quantity 
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at the larger stores but were so badly banded by the 
manufacturer and so badly packaged, in most instances, 
that their sales were correspondingly low. 

Effective gay bands, or plain bands with decorative 
seals—to identify a paper, give its size and quantity 
and name the manufacturer briefly but distinctly—are 
known to increase sales without in any way making the 
department store feel that it should really have its own 
special label imprinted. 

The self-wrap (use of part of a sheet of the paper in 
the assortment) as a protector for the inside sheets and 
a recipe against dog-eared corners of these sheets seems 
to be most effective. Transparent cellulose is popular 
both as a wrapping, to be sold for retail consumption, 
and also as a protection around other wrapping papers. 

Cellophane ribbon, to match the various shades of 
Cellophane, has become very popular because of its 
sparkle and its durability. With its gold and silver 
borders, it looks Hollywood. Tinsel tyings also are 
ornamental and lend a soft sheen to whatever package 
they surround. Stationers sell their smaller boxes of 
note paper or correspondence cards direct to the retailer 
in a polka-dot Cellophane, lightly patterned in colors. 

The grandfather of all fancy wrappings within my 
knowledge is crepe paper, and is still in line for party 
table decorations, although little in demand for wrap- 
ping. The rainbow shades of paper like this, and its 
unforgettable elastic quality, persist in holding public 
attention. Yet these wrappings, dyed as they are, dis- 
played in open window packages, each with the ruled 
scale of one foot on its side, still are capable of reaching 
higher sales with a more effective package. In place of 
the long yellow package, covered with intensely small 
printing and sprawling with a large leaf design, it seems 
to me that a modern tubular wrapper would make an 
infinitely better display and would offer many new uses. 

Wanamaker’s, with its large ‘“‘Paper Shop’”’ on the 
main floor, offers the most unique collection of fancy 
wrappings—in the package and applied to craft activi- 
ties—to be found anywhere in New York. The shop in- 
cludes not only gift wrappings, tapes and tissue ribbons 
and seals of many kinds, but also greeting cards, scrap 
books, lamp shades made of paper—such as the new 
Dennison ‘“‘Corobuff” (a corduroy paper which is effec- 
tive for display background, lamp shades, and many 
other uses)—and maps. The sales department is ably 
headed by Miss Mary Hughes, skilled in crafts and in 
administration, who has taken care to see that each girl 
is instructed in how to make things of fancy paper and 
how to teach and interest customers in making the 
fancy things for themselves. Better than that, by a 
system of rotating girls from one branch of the depart- 
ment to another, each girl can intelligently suggest com- 
binations of party favors, wrappings, or gift or greeting 
cards or bridge favors, so as to make the Shop a rendez- 
vous for women who would entertain cleverly, teachers 
who wish unusual craft activities for their pupils, young 
girls or other people with hours on their hands and no 
hobbies in mind, and also the great range of customers 
who are seeking suggestions. 
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THE DESIRE TO BUF 


“OBEY THAT IMPULSE” IS STIMULATED 

THROUGH THE USE OF WELL DESIGNED 

LABELS THAT REFLECT QUALITY FOR 
THE PACKAGED PRODUCT 


HE widening popularity in the use of metal foil 
seals and labels is quite evident as one observes 
the increasing range of products which are 
employing this type of identification in their 

package assembly. Not only is it possible to secure 
favorable attention for the product by means of the 
attractive appearance of the metal itself, but with 
improved processes of production that make for a 
more striking application of color and design the results 
are winning greater acceptance by manufacturers of 
packaged products. 

Of fairly recent development is the use 
of metal foil labels by manufacturers of food 
products, and likewise in the liquor field one 
finds a generous application. In the cos- 
metic and toiletries industries they have 
long been in vogue. 

Shown in illustration are two examples of 
recently produced labels, both of which, it is 
understood, have definitely aided in sales of 
the products for which they seek to attract 
attention. Concerning the Simon Pure 
coffee package, the actual label of which is 
shown, the following is stated by the product 

































manufacturer, Simon Brothers Company, 
Inc., of Madison, Wis. 

‘Whereas the present package has an extra appeal 
over our former one we feel that our new attractive 
label aids considerably in making the glass package 
have the eye appeal that has helped so much in in- 
creasing our volume of sales. A comparison of the 
two packages is sufficient to explain why our sales have 
increased so tremendously with the new glass package 
with the foil label over the old package. Aside from 
the many advantages that the vacuum glass package 
has, the eye appeal of the label adds much to creating 
the desire to buy. 

“Our former label carried little to attract the pur- 
chaser’s eye. On the new foil label the outstanding 
ideas are ‘‘Coffee’’ and “Simon Pure.’’ Those two 
things are what we want to stress, and in this foil label 
we are able to get it prominently. We are very much 
enthused about this label and new glass package for 
our coffee and are thoroughly pleased with the increased 
sales we have obtained with it.” 

Both of the labels shown are products of the Stanley 
Manufacturing Company. 






Foil labels compel iminediate customer attention 
and permit of quality expression for the product. 
Photos by John A. Fritz 
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HERE AND THERE 


Harry H. Farrell, industrial designer and design 
counsel for Allen B. Wrisley Company, has moved 
his studio to Room 1400 in the Tower Building, at 6 
North Michigan Ave., Chicago. He was formerly lo- 
cated at 8 South Michigan Ave. 


Harvey T. Warren is now located at 200 Madison 
Ave., New York, as representative of Warner Brothers 
Company. Mr. Warren is also eastern sales repre- 
sentative for the Standard Specialty and Tube Co. 


Owens-Illinois Glass Company, of Toledo, Ohio, 
announces the appointment of F. J. Solon, general sales 
manager, to the new position of vice president and 
general sales manager The appointment was author- 
ized at a recent meeting of the board of directors held 
at the general offices, 965 Wall St., Toledo, Ohio. 





F. J. Solon, vice president and sales manager 
Owens-Illinois Glass Company 


Mr. Solon was associated with the old Owens Bottle 
Company for twenty years. Upon the consolidation 
of the properties of the Owens Bottle Company and 
the Illinois Glass Company, in 1929, Mr. Solon was 
made sales manager of the prescription, pharmaceutical 
and proprietary lines. In November, 1931, he was 
placed in charge of all bottle sales divisions of the 
Owens-Illinois Glass Company with the title of general 
sales manager. 


Schenley Products Company has announced the 
formation of an art department to restyle and re- 
design its bottles, labels and packages. Morris B. 
Sanders, Jr., has been appointed head of the depart- 
ment, with George Sakier as design counsel. In 
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making announcement of the new department, Harold 
Jacobi, president of Schenley, stated, “It is obvious 
that our industry, dormant for 17 years, must catch 
up with other representative American industries in 
the matter of design, just as it is catching up in science. 
A new influence—the woman’s influence—is now felt, 
and it is natural that this influence should be recog- 
nized. I am confident that we have in this country 
designers who can interpret our modern needs and 
who can create products that are distinctively Ameri- 
can and have utilitarian as well as aesthetic value.” 





The National Association of Perfume and Cosmetic 
Manufacturers was formed at a meeting held at the 
Hotel McAlpin, New York. The group consists 
mainly of manufacturers not depending primarily on 
advertising or demonstrators to market their products. 
The immediate purpose of the association is to secure 
representation on the code authority of the industry 
and to have a voice in the operation of the drug and 
cosmetic code in ratio to their importance in the toilet 
goods field. Charles H. Ostreich of the Lander Com- 
pany is serving as temporary president; J. I. Poses of 
A. A. Vantine Products Corporation, as temporary 
secretary. Temporary offices are located at 71 Fifth 
Ave., New York. 


J. L. Ferguson Company is now represented in the 
Eastern states by Amsco Packaging Machinery, 
Inc., 122 Centre St., New York. Branch offices 
have been established in Boston with J. L. Smith in 
charge, and Philadelphia with Thomas J. Keenan in 
charge. Philip K. Keenan will direct all sales and 
installation work from the New York office. Others 
in the organization are W. S. Ingliss who has been 
connected with the Ferguson company for many 
years, J. Dale Keenan, George E. Boucher, W. A. 
Roberts and Edwin E. Messmer. 


Schultz-Illinois-Star Company, Chicago, manu- 
facturers of paper boxes, has instituted a package 
designing and creative department for the service of 
its customers. C. W. Oakley is in charge of the new 
department. 


Donald R. Dohner, formerly director of art in the 
engineering department of Westinghouse Electric and 
Manufacturing Company, and Alexander J. Kostel- 
low, professor of industrial design, Carnegie Institute 
of Technology, have established offices at 99 Vander- 
grift Bldg., Pittsburgh, where they will carry on an in- 
dustrial and research service. 

Mr. Dohner is widely known for his work in indus- 
trial design and was recently chosen by Fortune as one 
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of the ten leading designers of America. He has a fine 
background in the arts and a wide range of experience 
with materials and manufacturing operations. 

Mr. Kostellow was educated in Berlin, Paris and 
New York and is the recipient of national and inter- 
national honors in the field of painting. At present, 
in addition to his work at Carnegie Institute, he is in- 
dustrial design consultant for several of the outstand 
ing industrial concerns. 


Egmont Arens of Calkins & Holden was the princi- 
pal speaker at a meeting of the Window Display 
Group held at the Advertising Club of New York on 
April 18. Arthur Freeman of Einsen-Freeman Com- 
pany, Inc., was chairman of the meeting. Charles A. 
Breskin of MODERN PACKAGING introduced Mr. Arens, 
and Francis D. Gonda, vice president of Einson- 
Freeman Company, Inc., expressed an appreciation of 
the meeting for Mr. Arens’ talk. 

Mr. Arens “‘baited’’ his remarks by comparing 
the design of packages and advertising displays to 
fly fishing. ‘‘If you use the wrong color fly you don’t 
catch the trout.’’ He claims that a good display artist 
must understand the seasonal variations of color 
preferences of his public as surely as the fly fisher 
must understand what colors of flies will raise the 
speckled beauty. 

Most of the laws of color harmony, according to Mr. 
Arens, are laws relating to the physical properties 
of light. These should be understood by the modern 
display man. But the important thing is the psycho- 
logical effect of color upon the human eye. This 
psychological effect varies with the habits, health 
and mood of the subject; hence no general laws of 
color can be set up which do not take into cognizance 
the state of mind of the eye which sees it. 

“The use of color,’ stated Mr. Arens, “‘is like the 
use of some drugs. Under certain conditions they act 
as a stimulant. Under other conditions they act as 
soporifics. Like the doctor who administers the 
anesthetic in an operation, you have got to watch the 
pulse of your patient; too little and he shrieks with 
pain, too much and he dies.”’ 


D. E. A. Charlton was the guest speaker at a 
luncheon of the Advertising Club of Baltimore on 
April 18. Mr. Charlton addressed members and their 
guests on the subject ‘“‘Packaging—The New Mer- 
chandising Strategy’’ and also exhibited the twelve 
winning packages in the 1933 All-America Package 
Competition. 


Henry Dreyfuss announces the removal of his office 
on May 1 to 501 Madison Ave., New York. Tele- 
phone Plaza 3-8030. 


Executive Authority for the window-face bag divi- 
sion of the paper bag manufacturing industry, as an- 
nounced by NRA is as follows: Wm. Gainsberg, Mil- 
print Products Company, chairman; Gordon H. 
Friend, Thomas M. Royal Company; I. Zucker, 
Oneida Paper Products Company; J. P. Duffy, Union 


Bag & Paper Corporation; C. B. Perry, Continental 
Paper & Bag Corporation; Martin Rosen, Interstate 
Folding Box Company; J. F. Zorn, Custom-Made 
Paper Bag Company. All are selected to serve for 
one year. 


The F. G. Findley Company, Milwaukee, has just 
published a pamphlet, ‘Sure Tricks,’’ which de- 
scribes the application of various types of adhesives 
to requirements met in the packaging field. For over 
30 years, the F. G. Findley Company has been 
specializing in the development of adhesives for every 
commercial use. The services of its highly equipped 
laboratories are available for the solution of labeling 
and sealing problems, and for the reduction of costs 
in these plant operations. 


Cooper & Shower is the new designation for the 
erstwhile R. G. Cooper Studio, Detroit, Mich. The 
personnel remains the same and no changes in policies 
are considered. R. G. Cooper, president, has been 
active in the field of designing for about fifteen years. 
He had served as art director in several advertising 
agencies and in a merchandising layout capacity with 
a large art studio before establishing his own business 
three years ago. At this time C. J. Shower joined 





C. J. Shower 


R. G. Cooper 


him as salesman, and now continues as vice president 
of the newly formed company. The firm will continue 
to act as package counsellors and industrial stylists. 
Practically all of Mr. Shower’s experience has been in 
the advertising and merchandising field, at one time 
having conducted his own advertising agency. 

This firm of designers has served such manufacturers 
as Frederick Stearns & Company, Nyal Company, 
Nelson, Baker & Company, Mark W. Allen & Com- 
pany, Park Chemical Company, Robert Keller Ink 
Company, Royal Mfg. Company, Beutel Pickling & 
Canning Company, Armstrong Cork & Linoleum Cor- 
poration, Ford Motor Company and many others. 

Sylvania Industrial Corporation has recently an- 
nounced a New Sylphrap sheet, which is known as 
No. 300 Sylphrap Rancidity Retarding and is of old 
gold color. It is available (Continued on page 86) 
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THE FIRST COMMANDMENT 


camila IK ONE of the early issues 
of this publication we took 
exception to a statement made 
to the effect that a package 
functioned simply as a container 
or a protection for the goods it 
carried—in fact, it was said that 
this was the only ‘“‘excuse’’ for a 
package. IIl-advised as it was, and certainly not made 
on the basis of studied facts, this impression still exists 
in certain quarters, in fact if not in theory. When one 
considers the many meaningless and ineffective designs 
which continue to clutter up store shelves, counters 
and windows, it is evident that little serious thought is 
being given to that function which, above all else, a 
package can perform economically—namely, sales. 

We say that a well designed package should incor- 
porate ‘‘reminder’” and, wherever possible, utility 
values. But, generally speaking, these motives or 
functions are secondary. For the package usually 
does its initial work at the point of sale—as it is viewed 
“‘on parade” in the store from which it is bought. We 
can therefore consider the package as an advertisement 
intended to reach the consumer, and the store in which 
the packages are placed as an advertising medium. 
The success of the package, then—its ‘‘pulling’’ or sales 
power—is measured by the number of people who are 
attracted by it sufficiently to read its message, inquire 
about the product or to buy. But the package, to win 
consumer acceptance, must, above all else, obey the 
first commandment of merchandising which says, 
“Thou Shalt Sell.’’ 

We cannot deny the fact that certain packages, even 
though they are poorly designed and make but slight 
appeal to the consumer, are being sold. In most 
instances of this sort, however, it is necessary to supply 
an additional impetus to maintain sales—usually in- 
tensive advertising, reductions in the price of the 
product or some such incentive to the buyer, the cost 
of which is apt to be greater than is really necessary. 
Obviously, in such cases, the products are being sold 
in spite of the package rather than because of it, and 
perhaps those expenditures made for package ‘‘help”’ 
can be justified. But the procedure is hardly one 
which takes full advantage of the possibilities of the 
package and permits it to perform a complete job of 
selling. This plan does not comply in the fullest sense 
with the tenets of our merchandising commandment— 
nor does it admit the possibilities of economy which 
are known to preponderate through the use of the well 
designed package. 
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CATERING TO PUBLIC CAPRICE 


- 
es ‘ LSEWHERE in this issue is 
A> illustrated and described a 
; i display for pencils which, by means 
, of its design—a miniature repro- 
‘ —_ duction of a scene from a popular 
5 x ‘“‘movie’’—immediately —_ intrigues 


the fancy of young and old. The 

idea is by no means new; we see in 
packages and displays frequent use made of similar 
appeals that hold popular interest. Properly inter- 
preted, these ideas serve a useful purpose in mer- 
chandising. But they should be well done—as in the 
instance quoted——to obtain the greatest benefit from 
such publicity as may have resulted from the appear- 
ance of promotion of the original. 

In a number of instances where cartoon and other 
characters, designs and conceptions have been repro- 
duced as illustrations or trade marks for certain goods, 
there has been an insistence, by the originator, on 
faithful duplication. And this, it may be said, is of 
advantage both to those who initiate and to those who 
copy. We understand, for instance, that the organiza- 
tion which disposes of the rights to use the well known 
‘Mickey Mouse”’ is most particular that this character 
must maintain his ‘‘dignity’’ at all times. 

Similarly we find packages especially designed to 
meet the convenience of or to encourage a current fad 
or fashion, such as the present “‘yen’”’ for knitting 
which has caused the development of several new 
packages for yarn. One of the cleverest which has 
been called to our attention was recently illustrated by 
one of our English contemporaries—an appropriately 
decorated, octagonal carton which provides interior 
strips to hold a pair of knitting needles and permits 
the yarn to feed through an opening at one end of the 
container. 

There is constant opportunity for the manufacturer 
who will embody in his package an appeal to the public 
interest in the things that they do—their amusements, 
their hobbies, their leisure occupations. Successful 
design in food packages dictates the use of appetite 
appeal because that appeal satisfies a primary instinct; 
we require that the package in which we obtain medici- 
nal products shall express sanitation. And so, too, 
can the novelty package, which makes a deliberate bid 
for that interest which interests us, go a long way in 
building successful sales. 


KG Rubin. 
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Shoe Laces 


bec ame 


Bridge Prizes 





...dressed for the part by Dennison 


“We can always sell new shoe laces 
to replace broken ones,” said The 
Hutmacher Braiding Co. “What we 
want you to do is to find a way to 
sell people for some other purpose.” 

Starting from scratch, with noth- 
ing but anassortment of laces andthe 
determination to develop a new mar- 
ket, Dennison—through the com- 
bined efforts of the designing staff, 
set-up box department, and labeling 
division— supplied the answer. 

A consolation bridge- prize pack- 
age provided the required consumer 
approach. Handsome gold and silver 
Seals on a special box-platform, an 
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attention- winning container, and 
new boxes covered with humorous 
verses were worked into an effective 
display. The package was named 
“Lucky Laces” —and sales returns 


quickly justified the name. 


Dennison service is ready to help you! 


Have you a packaging problem? 
Would you like to have 
the appearance of your 
product stepped-up in 
sales appeal, in origi- 


nality, or in attention 
Name 


your disposal its years of experi- 
ence with labels, seals, tags, boxes, 
inserts — whatever your product 
needs. Send in the coupon now for 
our free “Package Analysis Chart.” 
Then fill in the necessary informa- 
tion and return it to us. We will 
do the rest— without any obliga- 


tion on your part. 


DENNISON MANUFACTURING CO., Dept. S-227 
Framingham, Mass. 


Please send us your FREE “Package 


Analysis Chart.” 





value? If so, Dennison 


Firm 





service will place at 
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HE popu- 
larity of the 
new Frank 
Buck pic- 
ture “Wild Cargo” 
was Well assured 
considerably in ad- 
vance of its first 
showing. Thrilling 
and authentic ani- 
mal pictures of this 
kind always draw 
crowds of children 
and grown-ups alike. 
Realizing that a 
subject of this kind holds its appeal not only during 
the run of the picture but at other times as well, the 
Eberhard Faber Pencil Company has recently placed 
on the market a line of ““‘Wild Cargo’’ pencils. These 
pencils are finished in white and are decorated with 
silhouettes, in various colors, of the different animals 
which may be seen in the film. 
To provide a suitable showing for the new pencils 
one which carries out the intent of the original idea 
the company makes use of a particularly attractive 


A PENCIL DISPLAY GOES 








“WILD CARGO” 





display which is 
planned to hold six 
dozen pencils. The 
stand itself is carried 
out in vivid colors 
in the form of a 
cage of which the 
pencils around three 
sides of it form the 
bars. Directly be- 
hind the latter there 
is a cardboard tiger, 
and the back wall is 
made to represent 
the proscenium of a 
theater with a moving picture screen on it. On 
this screen is shown a black and white of a scene 
from the picture representing Frank Buck's encounter 
with a python. 

Altogether, the pencils and the display constitute a 
striking novelty that arrests the attention of chil- 
dren and grown-ups when shown in store windows 
or on the counter. The display was designed and 
manufactured by the paper box division of the 
Warner Brothers Company. 





HERE AND THERE IN PACKAGING 


(Continued from Page 83) in both greaseproof and 
moistureproof types. This is being offered to the 
food industry as well as to the meat industry to com- 
ply with a demand from the Bureau of Animal In- 
dustry for a sheet containing insoluble dye. The 
color, it is stated by the company, does not bleed 
in water, oil or grease. 

The sheet is designed to retard rancidity to a re- 
markable degree and is said to have a relative effi- 
ciency in the retarding of rancidity of approximately 
fifteen times that of plain white Sylphrap, and approxi- 
mately five times that of dark green Sylphrap. For 
example: if potato chips were kept fresh two days in 
plain white Sylphrap, and six days in dark green 
Sylphrap, they will be kept fresh in Sylphrap R.R. for 
approximately thirty days. 

It is stated further that this new sheet is a superior 
wrap for greasy products because it filters out the 
ultra violet rays which are responsible for rancidity. 
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Sylphrap Rancidity Retarding is not offered as a 
preventative of rancidity but as a retarding agent. 
In offering this wrapper to manufacturers of greasy 
products, the company cautions that they should not 
reduce their own efforts to prevent rancidity. 


The National Paper Box Manufacturers Associa- 
tion holds its sixteenth annual convention on May 23 
to 25, inclusive, at the Waldorf Astoria Hotel, New 
York. Group session meetings are scheduled for 
Wednesday, May 23; a general session for the con- 
sideration of Code administration is to be held on 
Thursday, and there is to be a general business session 
on Friday. Entertainment features include Supply 
Men’s Night on Wednesday and the annual dinner 
and dance on Thursday evening, May 24. 

Clarence M. Owens of Shoup-Owens, Inc., is con- 
vention chairman; Harry Edwin Roden is convention 
secretary. William E. Madden of Charles W. Williams 
& Company, Inc., is chairman of the “Big 13 Com- 
mittee’’ of the Supply Men’s Association. 























One section of the Stokes & Smith installa- 
tion in the plant of Hulman & Company 
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nd with baking powder it 
is different. Here speed and 
economy are prime considerations. 


The Clabber Girl installation takes 
both into account. 


When comparatively small packages 
are to be filled quickly and accurately, 
S. & S. Engineers do it by what they 
call the‘‘Cam”’ method, in connection 
with various combinations of S. & S. 
Auger Feed Fillers. 


The installation shown here is part 
of one used for filling Clabber Girl 
Baking Powder Cans, and has been 
increased from time to time in keep- 


STOKE 


PACKAGING MACHINERY 


ing with the growth of this famous 
product of Hulman & Company. 


In this type of installation the cans 
are automatically fed to S.&S. Auto- 
matic Double Unit Fillers. Conveyors 
carry them to the filling stations 
where they are completely, auto- 
matically, and accurately filled and 
delivered ready for capping or seam- 
ing and labeling. Capacities are in 
multiples of 60, sometimes reaching 
production speeds as high as 480 
cans per minute. 


If you have a packaging problem 
perhaps S. & S. Engineers have a 
solution. Ask them. 


MITH @ 


PAPER BOX MACHINERY 


FRANKFORD, PHILADELPHIA, U.S.A. 








WHEREIN WE ERRED 


— Oy; describing the various packages listed in the 

April issue as comprising the “100 Outstanding 
Packages of 1933,’’ the information given in each 
instance was complete in so far as the data reported on 
the entry blanks was concerned. However, there 
were certain omissions—a few of the entrants failed to 
supply a complete list of the companies who con- 


OVER HALF A 


HE Dr. Price package is like an old friend 

that has grown handsome with the 

years, yet has lost none of its familiar and 

trusted appearance. The story of the pack- 

age used for Dr. Price’s Vanilla—a product of the 
Price Flavoring Extract Company—presents a par- 
ticularly interesting story on the evolution of the pack- 
age. Accurate records and actual samples of the 
cartons have been kept on the packages used since 
1880—more than half a century of packaging progress. 
The moral of this story is one of carefully preserved 
identity. As may be seen from the illustration, a 
distinct family resemblance has been adhered to 
throughout every change in package design. De- 
veloped in 1880, the package shown at the extreme left 
was exhibited at the Chicago World’s Fair of 1893. 
The cornucopia was the identifying symbol and as such 
plays an important part. This container was simply a 
wrapper with paperboard at the top and bottom. The 
first folding carton was adopted about 1895, and is 
number 2 in the illustration. No. 3 was adopted in 
1914 and No. 4 in 1915. In the latter carton, as may 
be seen, a new design was developed. However, iden- 
tity was carefully retained by placing the design 
formerly used on the front on the back of the carton. 
The front of the 1915 carton shows for the first time the 
“Tropikid,’’ the present trade mark. This 


more 


famous 
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tributed materials and equipment to the assembly of 
the packages. The Editor will appreciate hearing from 
those who were similarly omitted, in order that due 
acknowledgment may be published in a subsequent 
issue of MODERN PACKAGING. 

Here is one as a starter. The vial acid dropper, 
shown in the assembly of the Lektrolite package of the 
Platinum Products Company was manufactured by 
the Kimble Glass Company, Vineland, N. J. 





CENTURY = 
OF PROGRESS 


: — 1 6 —__—___ 
) PACKAGE DEVELOPMENT 





CENTURY OF PROGRESS 


IN PACKAGE DESIGN 
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little figure was adapted from an advertising illus- 
tration, developed and proved successful in 1914. 

An interesting sidelight is the ‘“‘Tropikid” himself. 
For advertising purposes a figure to represent the 
tropics—the source of the vanilla bean—was desired. 
The first thought—‘‘greaser”’ or native of the country— 
was discarded as being unattractive and not repre- 
sentative of the extreme standards of cleanliness set 
up by Dr. Price. So an American boy was dressed 
in the popular conception of Spanish garb, and a pic- 
ture made for reproduction on the carton. 

Designs 5, 6 and 7 were adopted in 1923, 1924 and 
1925, respectively, each year seeing an improvement in 
the design of the package. Great care was taken 
throughout every step in refining the design to preserve 
the identity with the many friends who bought by a 
familiar and trusted package. Carton No. 8 was 
placed on grocery shelves in 1931, and in 1933 the 
present package No. 9 was introduced. 

Here we have the entire lesson on one carton. The 
cornucopia, first used in 1880, is still retained and is 
used on the back of the carton. Printed in red, yellow, 
and black, this package is an example of fine folding 
carton color work. Container Corporation of America, 
in its folding carton division, formerly the Sefton or- 
ganization, has supplied cartons to the Price Company 
throughout these many years of package development. 


by C 











Sc 


_ 
a 
many 
ding» 
a soft 
rolls, 
to fit 
all fo 

KIN 
meta! 
but i 
shipr 
muct 
Prod 
excel 
mess 
imme 

A 
even 
glass 
deve! 





ly of 

from 
t due 
juent 


pper, 


f the 
1 by 


a7 








REG. InN PAT. OFF. & FOREIGN ak 


CREPE WADDING 





Solves packing and shipping 
problem in many industries 


EADING manufacturers in many lines 
are finding by actual every-day use the 
many advantages of KIMPAK Crepe Wad- 
ding for packing their products. KIMPAK is 
a soft, resilient crepe wadding that comes in 
rolls, sheets and pads of various thicknesses 
to fit every need. It is free of dirt, grit and 
all foreign substances. 

KIMPAK not only gives protection to fine 
metal, wood and porcelain enamel finishes, 
but it serves to minimize breakage during 
shipment. It is easy to apply and thus saves 
much time, labor and money in packing. 
Products are received by customers in such 
excellent condition—they avoid handling of 
messy material — that their satisfaction is 
immeasurably increased. 

A new feature of KIMPAK that makes it 
even more adaptable is KIMPAK backed with 
glassine in a wide variety of colors. This 
development is especially useful in packing 
cosmetics and other products where appear- 
ance is a factor. 

Let KIMPAK help you get and hold your 
customers, save you time and money in 
packing and reduce shipping damage. Mail 
the coupon for samples and costs. 





> 





KIMBERLY-CLARK CORP., Neenah, Wis. 

Address nearest sales office: 8 S. Michigan Ave., Chicago; 
122 E. 42nd St., New York City; 510 W. 6th St., Los Angeles. 
Please send us sample and full information on KIMPAK. MP- 
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Company___. ieee iinet 
Attention of 
Address... te eg 


Our product is 





8 South Michigan Ave. Chicago 


Established 1872 


KIMBERLY-CLARK CORPORATION 


NEENAH, WISCONSIN 
122 East 42nd Street, New York 





510 West 6th Street, Los Angeles 
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RHODE ISLAND HOLDS A PACKAGE 
CONVENTION 


HE first Rhode Island ‘“‘Packaging Show’’ was 
“ held at Memorial Hall, Providence, on April 23, 
24 and 25, under the joint auspices of the R. I. 
School of Design and Providence Chamber of Commerce. 

As a result of a competition among the students 
of the Rhode Island School of Design for the best 
window poster advertising the show, Donald Lock- 
wood won a silver trophy donated by Russell B. Sta- 
pleton, and established as the Stapleton award. 
Honorable mention was given to Phoebe Lucy Kemp 
and Jeannette Brenner. 

The forty or more exhibits represented leading local 
department stores, package specialty printers, de- 
signers, engravers, box and supply houses, and the 
packages displayed were drawn from all parts of the 
country as well as many foreign countries. 

The educational note was stressed throughout. A 
characteristic arrangement was that of Kimball and 
Colwell, meat provisioners, with small signs showing 
sales increases up to 200 per cent as a result of the 
repackaging of several quality products. 

The greater number of exhibits were of local design 
or manufacture, conspicuously pointing the fact that 
Rhode Island designers and craftsmen are influencing 
package developments in many parts of the world. 

A series of lectures was presented with the exhibition, 
the principal speaker on the first evening being Joseph 
Sinel on the subject of ‘“Package and Industrial De- 
sign.’’ The second evening was an open meeting with 
short talks by various executives in the packaging 
field, R. B. Stapleton, local package consultant, in the 
chair. The last evening was devoted to utility pack- 
ages, and T. E. Marks, engineer with the Freight Con- 
tainer Bureau of the American Railway Association, 
gave a talk on safe and economical shipping methods. 

A number of awards were made by the sponsors of 
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A can with a valve in the top to permit 
escape of natural gases while keeping out 
air makes it possible to produce Ameri- 
can cheddar cheese in package form. 
The new method of canning cheddar 
cheese was recently announced by the 
U.S. Department of Agriculture for 
whom the valve-vented can was developed 
by the research laboratory of the Conti- 
nental Can Company. A bout 400,000,000 
lbs. of cheddar cheese are consumed an- 
nually in this country, and heretofore it 
always had to be made in large loaves 
averaging up to 70 lbs. Canning ched- 
dar cheese eliminates shrinkage and 
waste up to approximately 10 per cent 
and curtails labor costs. Government 
experts predict it will also improve 
quality and increase cheese consumption 


the show, the first award for the most artistic booth 
going to Charles G. Calder, Inc., art material manu- 
facturers, with second awards to Advertisers’ Engraving 
Company and Blackstone Glazed Paper Company; 
the former also won first and second awards for best 
folding box on exhibit, while the first awards on set-up 
box, convertible box and most artistic shipping con- 
tainer went, respectively, to Young Brothers, Inc., to 
Rueckert Mfg. Co. and to Plywood Containers, Inc. 
The Foxon Company, specialty package printers, won 
a first award for best package label and a second for 
best counter display; the first counter display award 
went to Boston Wire Stitcher Co. The Mason Manu- 
facturing Co. won first award for best tin can, with 
second going to U. S. Gutta Percha Co. (Barrelled 
Sunlight), while National Collapsible Tube Co. was 
conceded the best collapsible tube with Bickford En- 
graving Co. as runner-up. Mason Box Company and 
Tilden-Thurber Corp. also won special awards. 








Departing from the usual type of convention announcement or 
invitatian, the committee in charge of the 40th Annual Convention 
of the Associated Manufacturers of Toilet Articles has issued a 
four page announcement which summarizes in cartoon illustrations 
all of the activities. Two af these pages are reproduced above. 
The convention will be held at the Hotel Waldorf-Astoria, New 
York, June 5 to 7, inclusive. Business sessions are to be held 
Tuesday afternoon, Wednesday morning and Thursday morning 
and afternoon. The annual banquet wiil be held Thursday evening 









































BSOLUTE precision makes Heekin 
Metal Lithography outstanding — 
from the time the rich, distinct, lasting 
colors are ground and blended until 
they are baked on the container that 
entices your customer to buy. Harmony 
in color impressions on metal is of all 
importance — your containers should 
all look alike. Heekin specializes in 
quality not in tin cans — and in the 
creations of color harmony that build 
quality into your product— confidence 
with the consuming public. THE HEEKIN 
CAN CO., CINCINNATI, OHIO. 
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Glorifying the stock bottles used for Kings International are molded Durez screw caps 
and properly emphasized labels. Photo by courtesy of General Plastics, Incorporated. 


Van’s Gin is easily identified by means of a vigorous blue and white label which is 
repeated on the carton, both of which have been designed by Cranebrooks, Inc. 


Twenty glass cigar humidors each filled with Dubonnet Petit Coronas are packed in a 
shipping box and each humidor is protected by an individual corrugated fibre package. 
Photo by courtesy of Hinde & Dauch Paper Company, producer of the package. 


Emerald green bottles of the push-up-bottom type made by Owens-Illinois Glass 
Company are the choice of the house Trogneux for its Trogneux d’Amerique wines. 


Clover Farm has changed jar and label on its own 
brand of peanut butter. The new metallic label 
in maroon, gold and red was developed by the 
Tablet and Ticket Company. 


New neck and body labels now appear on the 
carbonated beverages made by Will G. Keck, 
Inc. These were designed and made by Michi- 
gan Lithographing Company. 


The Chateau Chocolate Company uses an 
effective display which permits the showing of 
the product as it is placed in the package. The 
box is opened as shown, the contents being 
protected by a covering of Kodapak. 
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SEALING FOR 


Pad 

ONSIDERABLE has been written—and much 
‘g more has been said (by the housewife)—re- 

garding the convenience of packages which 

are in more or less constant use in the pantry 
and kitchen. The ease with which the conients of a 
package may be reached, the effectiveness of a reclosure, 
the ability of a container to ‘‘stand up” under existing 
conditions, and many other factors fall definitely in 
this category of household convenience as interpreted 
by the package. 

A favorable response by the housewife to the package 
which meets these conditions is immediately reflected 
by the retailer who, recognizing such convenience as an 
impetus to sales, is eager to afford more frequent or 
more effective display to the product so packaged. 
As an example of this, the following experience in the 
use of a new package for flour is of interest. 

The funnel-topped ‘‘Delta” sealed paper bag which 
was adopted something over a year ago for Certainty 
flours is meeting with the approbation of grocers 
and has occasioned considerable friendly 
comment from housewives, it is learned 
from C. A. Godfrey, manager of the 
Beaver Valley Milling Company, Des 
Moines, Iowa. Since the new type of 
package for the five-pound bags of flours 
has been introduced, it is attracting en- 
thusiastic response from the merchants 
and buyers. 

The paper sack is sealed at the top with 
two flaps folded over from the sides. This 
forms an oblong package which sets 
straight and can be stacked on the shelves 
upright for display. This easier means of 
display makes a better appeal on the 
grocers’ shelves than the tied package 
which had to be placed in a horizontal 
position in order to be stacked on top of 
each other. 





From the viewpoint of the miller, 
Mr. Godfrey finds that the use of the new 
bag affords an advertising benefit not ob- 
tainable from those previously used. Each 
type of flour sold by the company employs 
a different colored label on the front of the 
package. The printing which heretofore 
was placed on the base of each bag as a 
label for the different Certainty flours has 
been omitted on the new package. On 
display the grocer places the flour bag in 
an upright position, thus offering a better 
opportunity to familiarize the customer 
with the label as seen on shelf or counter. 
Housewives find it a convenient package, 
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they tell the grocers. Directions on the bag tell how 
to cut the flap on one side to form a funnel opening 
from which to pour the flour. 

The bags are filled at the mills and closed by a Delta 
sealing machine. The flour is fed from the hopper in 
five pound lots which are automatically regulated by a 
balance scale trip that is rechecked by another scale. 
The filled bag is placed on a conveyor and carried to the 
sealer, where it is shaped and glued for the final packing. 
Under ordinary operating conditions 700 five-pound 
bags are filled and sealed per hour. 

In addition to the Certainty white flour sold in these 
bags, the company also uses the same type of containers 
for various other kinds of flour. 


* 


Offering a convenient opening for pouring flour has made these 
bags (and the product as well) popular with the housewife. And 
the grocer, too, appreciates the opportunity afforded for effective 

display of the package 
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A broad base and convenient grip make for convenience 
in the new Brilliantine bottle used by S-P Laboratories 
and made by Owens-Illinois Glass Company. 


The new Bathasweet can, created by Continental Can 
Company, effective uses a wave design to express 
cool and refreshing cleanliness. 


The utility display case and cover for the bottles of 
La Vall nail preparations are molded of Plaskon by the 
Richardson Company. 


Permanent lettering as used on the amber bottle for 
Hennafoam Shampoo is a decided asset for products 
of this type. Developed by Owens-Illinois. 


A molded base serves as a stand for the Evenglo 

Ensemble of manicure preparations and appliances 

Molded caps are used for bottle and jar closures. 
Photo by courtesy of Bakelite Corporation. 


Madame Berthe announces two new products in new 

packages: Zip Spray Deodorant in an atomizer bottle 

of frosted glass; Zip Cream Deodorant in a carved 

and highly polished wooden container which simulates 
a mortar and pestle of the druggist. 


Hollywood Girl Cleansing Cream package makes 
excellent use of black edgings on label and cap. The 
silhouette figures are in red on a white back sround. 









Package § 
Salesmanship 


OW often one product is selected in preference to another chiefly 






because of a superior package! The public has learned by ex- 






perience that, in most cases, the better products are to be found in 






modern, attractive packages, scieutifically designed to keep the goods 






in first-class condition. 

























Wide Possibilities in Package Design 
Today you have a wider choice in type of package than ever before. 
You can design a package especially suited to your product, a pack- 
age that has individuality and sales appeal. 

Our machines are making packages with practically every known 
form of packaging material—plain Cellophane, printed Cellophane, 
printed paper wrappers, glassine, foil, etc.—and in a great variety 
of forms. 

Lower Costs with Modern Machines 


A package improvement does not necessarily mean increased cost. 





The very machines which make the improvement possible often lower 
costs because of their higher efficiency. 
With our wide experience and intimate knowledge of modern 


veriglo ‘ : : 
ances trends, we can give you valuable assistance in carrying out your 
ened package improvements. Consult our nearest office. 
PACKAGE MACHINERY COMPANY 

7 Springfield, Massachusetts 

ottie " J 
wi New York Chicago Cleveland Los Angeles 
lates Peterborough, England: Baker Perkins, Ltd. 

1akes 


a PACKAGE MACHINERY COM PANY 


ONT Tm i010 Million Packages per day are wrapped on our Machines 
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MACHINERY—SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


TIGHT WRAPPED WITH A WAX PAPER 


ion HOWN in the accompanying illustration is a new 
wrapping machine, announced by the Pneumatic 
Seale Corporation, Ltd., Norfolk Downs, Mass., for 
producing tight wrapped packages (the ‘‘Pneu-tite” 
package) on which waxed wrappers are used. It will 
be noted that the machine is supplied with a roll feed 
actuated by a photo-electric cell that permits the 
individual wrappers to be accurately cut and controlled 
for register. 
This equipment incorporates one of the latest de- 
velopments in carton packaging. Although there are 
waxed wrapped packages on the market, this process 


Printing the wrappers in rolls is more economical, and 
the wax coating lessens the chance of offsetting. And, 
finally, the wax coating adds greatly to the appearance 
and saves the package from showing finger marks and 
store dirt after it leaves the factory. 


WALDRON CELLOPHANE SLITTER 


ie JOHN WALDRON CORPORATION of New 

Brunswick, N. J., manufacturers of paper convert- 
ing machinery for over 100 years have designed a new 
Cellophane slitter which provides many notable ad- 
vantages. This new Waldron slitter, it is stated, will 
cut Cellophane or other transparent cellulose sheeting 
with a clean shear cut edge, without any fuzz or cracks 
on the edge of the material, and it provides for a uniform 
winding tension on all strips. 


A NEW CAP LINER 


- NNOUNCED by Phoenix Metal Cap Company, 
2444 West 16th St., Chicago, as a product of the 
Carbide and Carbon Chemicals Corporation, is a new 





shows an advance, in that it is fight wrapped with a 
waxed wrapper. The result is said to be moisture 
resisting, sift- and insect-proof packages of excep- 
tional strength. 

Unlike the printed loose wrapper, this tight wrapper 
is glued to and becomes a part of the carton, so that 
when the carton is opened, the wrapper remains and 
the identity is not lost. Sifting is impossible, as the 
end folds are firmly sealed down over the corners. 
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cap liner which is said to approximate more closely 
than heretofore the universal properties that have been 
considered essential in the ideal liner. 

This new liner is known as ‘‘Vinylite,”’ being named 
after the material—a synthetic resin—from which it is 
made. Liners made from this material have a clean, 
white, smooth, uniform appearance. It is said to be 
inert, odorless, resilient and impervious alike to alkali, 
acid, alcohol and water. (Continued on page 109) 
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FITCH BU RG, MASSAC HUSETTS 
ANNOUNCES 
A SCIENTIFIC DEVELOPMENT 
SPECIFICALLY FOR BOX MANUFACTURERS 
THE ECONOMICAL BOXWRAP 
DISTRIBUTED BY 
HAMPDEN GLAZED PAPER AND CARD CO., HOLYOKE, MASS. 
ALSO SAN FRANCISCO, CALIF., 7 Front St. 
PHILADELPHIA, PA., 412 Bourse Bldg. 
NEW YORK CITY, 501 Fifth Ave. 
CHICAGO, ILL., 500-508 So. Peoria St. 
TORONTO, CANADA, Wellington Bldg., 137 Wellington 
St., West 
KUPFER BROS. CO. NORTHBRIDGE, MASS. 
ALSO NEW YORK CITY, 2-8 Astor Place 
CHICAGO, ILL., 145 W. Austin Ave. 
CLEVELAND, OHIO, 603 Cuyahoga Bldg. 
MATTHIAS PAPER CORPORATION, PHILADELPHIA, PA., 425 Arch St. 
ORCHARD PAPER COMPANY ST. LOUIS, MO., 3914-24 North Union Blvd. 
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A NEW FIELD FOR FANCY PAPERS? 


PREVIOUS article,* ‘“‘The Fibre Can Steps 
Forward,’ outlined a number of develop- 
ments in fibre can manufacture which have 
resulted in a more extended use of this type 
of container. In the preparation of the present article, 
the opinions of several of the largest manufacturers of 
fibre cans, as to the possibility of the further use of 
fancy papers as coverings or labels for such containers, 
have been sought. The illustrations shown have been 
selected from a number of packages which are either in 
actual or contemplated use and on which fancy or 
decorated papers have been used. 
The opinions expressed are based on present practice 
and experience. While these statements indicate a 
present preference among users for printed wraps or 





* In the March, 1934, issue, pages 106 and 108. 
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labels, several interesting points are brought out and 
deserve consideration. 

“Our own personal experience has been that we have 
had very little call for that sort of treatment up to the 
present time. We have seen some instances of a ten- 
dency on the part of users of our products to go to a 
fancy paper covering for the container including the 
use of a spot label, but those instances have been 
rather few and far between. 

“So far as the manufacturing angle is concerned, we 
find no particular difficulty in using fancy papers in 
lieu of labels, provided, of course, the type of paper 
used is such that it readily lends itself to application to 
the can body. A heavily embossed paper, a paper 
of too heavy thickness, a too highly finished surface, 
or of such makeup that the surface is repellent to glue 
adhesion of course is difficult, if not impossible, for us 
to use. Generally speaking, however, it should be 
possible to secure entirely satisfactory results if ordi- 
nary care is used in the selection of the covering itself. 
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MORE FIBRE CANS ARE IN USE 
TODAY THAN EVER BEFORE..... 


yon ay oe fibre cans provide beauty, 
YF d e ° fe . 
ult ily au eoccceeCCHhVENltUuUce Lut METC tandising 
_ aiashtttas ee to package SUCCESS E 
] 7 


we =e The Fibre Can presents unusual opportunities 





in package design through automatic application 
of attractive lithographed, foil or fancy paper 


labels during manufacture. 


From the point of view of convenience in use, 
the Fibre Can possesses extreme flexibility with a 
F variety of sifting or pouring devices, plug, pres- 


~~ sure or telescope tops. 


DECORATIVE LABELS 
AUTOMATICALLY APPLIED 


KNOWLTON EQUIPMENT AIDS CAN MANUFACTURERS 
IN MAKING PACKAGE IMPROVEMENTS 


Fibre Cans offer the Packager desirable merchan- 
dising, shipping and display advantages in a variety 
of shapes and sizes, at a considerably lower cost 
than an all tin package. This is made possible 
through the use of Knowlton Automatic Lamina- 


ting and Seaming Machines. 





Write today for complete information. 


M. OD. KNOWLTON COMPANY 


ROCHESTER, i ee Se me 


203 WOOSTER ST., NEW YORK ea 127 SOUTH PEORIA ST., CHICAGO 

















MAY, 1934 99 





Here the fibre can employs an over-all 
trade mark paper 


“So far as future tendency toward the use of such 
paper is concerned, I rather hesitate to hazard a guess. 
As you know, the decision to use certain covers for 
fibre cans is almost always a matter of pure personal 
inclination or personal taste. If any representative 


users of fibre cans would go to the use of decorative 
papers it undoubtedly would have the effect of estab- 
lishing a new style and bring about a rather wide- 
spread use of such coverings, at least for a time. The 
element of cost would naturally enter into such a 
development because of the fact that decorative papers 
in themselves would probably cost as much as the 
individually designed and printed label and there would 
then be, in addition, the cost of the spot label plus the 
cost of its application. Most of the higher grade fibre 
bodied containers of today include the automatic 
application of the label at the time the can body is 
formed, which means the lowest final cost 
to the purchaser of the containers. 

“With our company the question of the 
label on a fibre can is left entirely to the 
customer. Our practice is to give our cus- 
tomer a set of label specifications which 
enable him to use what we consider the right 
paper and help him to place his wording 
matter, design and panels in the proper 
position so that we can apply them properly. 
In general, we prefer a 40-lb. machine- 
finished book paper to be used for the label, 


Showing applications of embossed 
foil, decorative and fancy papers 


but in some instances we do apply machine-glazed 7 
and even varnished labels. 

“The main trouble with applying embossed labels is 7 
that our method of applying the label tends to flatten 7 
out the embossing to a considerable extent. There | 
are, as usual, one or two exceptions to this rule. We ‘ 
are applying an embossed foil-lined label mounted on 
paper to a fibre carton for a distillery company at the 
present time and are doing it in a satisfactory manner, | 
although it has necessitated some change in our usual 
manner of handling labels. 

“Tf, as I presume, the object of your article is to 
point out that there is a market for the use of decora- 
tive papers in labels for fibre cans, I would be sure to 
point out that the application of labels made from 
certain types of decorative papers may require the 
development of new label applying equipment or, at 
least, of modifications of present labeling equipment. 

“As to the result of using decorative papers as labels 
for fibre cans, I need only say that the cartons used by 
the Frankfort Distilling Company for its ‘Paul Jones’ 
whiskey and the prize-winning copper cleaner can of 
Revere Copper & Brass (both of which use decorative 
papers) are certainly a vast improvement over the 
ordinary paper labeled fibre cans. 

“We should say that the percentage of fancy and 
decorative papers to printed wraps, used as coverings 
of fibre cans, in our general line of business, would be 
about 10 per cent for the fancy and decorative papers, 
as against 90 per cent printed wraps. We do not 
believe that there is a large field for fibre cans with 
fancy and decorative papers as contrasted to printed 
wraps, because the fancy and decorative papers have 
so many limitations. Inasmuch as our service includes 
designing, printing and application of labels to the 
fibre can, we prefer confining our efforts mostly to the 
containers with printed wraps. 

“The tendency in labeling fibre cans, so far as we 
are able to determine, seems to favor very decidedly 
the application of the printed wrap. Only in extremely 
limited cases do buyers specify the decorative papers. 
These cases are generally (Continued on page 108) 
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RIQDGELO 


Clay Coated Folding Boxboard 


in white and litefast colors 





and in vatious weights and 


finishes. Samples on request 
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Made at Ridgefield, N J by 
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LOWE PAPER COMPANY . Ww \ | ¢ \ ‘eB 


DESIGNED BY GEORGE SWITZER 
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WHEN IT’S IN A 
BUEDINGEN BOX 


Buedingen boxes, such as these for 
Charbert Powders, are designed, in 
every detail, to enhance the “value 
appeal’ of the products they contain. 
The care which we put into construc- 
tion has, time and again, proved its 
value when measured by sales in- 
creases. 


We invite you to discuss your pack- 
aging and design requirements with 
one of our representatives. No 
obligation. Write to— 


Wm. Buedingen & Son. 





1500 CLINTON AVE. NORTH 


ROCHESTER, N. Y. 





New York Representative: 


F. J. Redding, 30 E. 42nd Street 
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MODERN PACKAGING 


| 


FANCY PAPERS AS BOX COVERINGS 
ARE DOMINANTLY INTERPRETIVE OF 
MODERN STYLE AND EXPRESSION 


(Continued from page 55) requires not only an excels 
lent knowledge of the type of packages that can be 
manufactured practically and economically, but alsoj 
an excellent taste in color and a knowledge of merchans) 
dising problems confronting the sale of the products.” 
“With all due recognition of the havoc that ‘old man’ 
depression’ has wrought upon the commercial and) 
industrial world,’ says James B. Richardson, art) 
director of The W. C. Ritchie Company, ‘‘one cannot 
overlook a few very obvious benefits which have 
resulted from this condition. Since people are no 
longer willing to accept unconditionally the merits of7 
a product, manufacturers in general have had to™ 
‘key up’ their goods in order to give the greatest amount 7 
of value for the price received. 
“The buyer of paper boxes accepts this fact as an™ 
axiom. It is his one direct sales point. Thus we see | 
products appearing on counters today in containers” 
which actually enhance their beauty. Display boxes 7 
of unusual features—many of which have a re-use’ 
value—are most favorable. They are not expensive 
boxes, for in the majority of cases appropriations are | 
whittled to the core. ' 
‘Box construction is simplified—tricky and useless = 
‘gadgets’ are discarded—-and the package delivers its @ 
sales talk without stammering. Exterior decoration © 
is treated in a direct fashion. Broad masses of un- 
broken color with its logically arranged identification 7 
and copy comprise its sole embellishment.”’ ; 
Each year, writes O. W. Foss of The Cambridge 
Paper Box Company, manufacturers realize more and ’ 
more the absolute importance of proper packaging. © 
‘‘Manufacturers whose products are such that a few © 
years ago they would not consider spending additional 7 
money or creating additional expense through modern 7 
packages realize that in order to keep up with the | 
times, to keep their products before the buying public 7 
it is not only urgent but necessary that they go | 
into the problems of packaging from every angle of 7 
style, color and design. 4 
‘‘When we notice the radical changes taking place in 7 
one of our major industries, automobiles, we realize 
that the word ‘streamline’ is playing an important 7 
position in design. Modernistic designs which were 4 
never really understood by the consuming public are 
fast disappearing, but streamline designs will have a | 
real field in packages. 4 
‘“‘We believe that paper boxes will be made better 7 
and that quality represented in workmanship and 
materials used will necessitate a higher value. We ~ 
believe that paper boxes because of their increasing 
sturdiness and better construction will replace in many 7 
instances tin and wood, especially in the tobacco | 
industry. Trick shapes and styles and combinations 7 
will be in appearance more during the next year.”’ 
The foregoing opinion is amplified by William H. 7 
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Perry of the Cambridge Paper Box Company. Mr. 
‘Perry says: ‘‘We are facing a period of basic revolu- 
‘tion in container presentation. Whereas, heretofore, 
men have unleashed their ego on the package—for 
which they possessed no academic or professional 
‘background for so doing—the influx of art and good 
design into more basic or larger industries had neces- 
sarily increased consumer appreciation of good design. 

‘“‘Now packaging, as a very definite adjunct to aggres- 

: sive merchandising, can no longer be taken as so much 
‘apple-sauce.’ Whether he will or no, the man going 
‘through the next business cycle successfully must 
' either out-smart his competitor in this phase or follow 
' a close second—or at least follow him. 
“And so in our field we shall see simplicity in art 
design, construction design, color harmony, etc., intel- 
ligently executed to give us a new appreciation of 
' simple beauty and charm. We shall see every minute 
detail of line, third dimension proportion, etc., co- 
' ordinated with proper materials.” 

A decided trend away from the ornate to simple 

clean-cut packages is the experience of the Electric 
City Box Company, according to F. G. Clark. These 
| new packages tax the skill of the designer and manu- 
| facturer far more than the old. To obtain striking 
_ effects there is a tendency to choose metallic and highly 
' glazed water-proof papers which require constant ex- 
| perimenting with printing inks and glues. A simple 
design requires perfect printing and flawless construc- 
' tion or its effectiveness is entirely lost. 
The following comments, with respect to the trends 
' in fancy and decorative papers and their application to 
' boxes, have been received. From these opinions, 
| MoDERN PACKAGING believes, can be made a prefer- 
ential selection in box coverings which will conform 
' to present day styles and standards of attractability. 

W. S. Fowler, Hampden Glazed Paper and Card 
Company: “I believe we are going through a trans- 
formation in many ways including the matter of design 
selection for box covers. Therefore, nothing definite 
can be predicted as to the trend of fancy paper selec- 
tions for the coming year. It is only safe to indicate 
' what the selections are at the present moment. From 
' general observations, I note that silver and platinum 
are still in greater demand than gold papers. Small 
design motifs are still being used but with a possibility 
_ of a change for something larger. There is a decided 
leaning toward plaid effects and a continued demand 
for stripes. In my opinion the public still demands 
and will continue to demand bright rather than dull 
printed effects.”’ 

Rose C. Grimes, Louis Dejonge & Company: ‘‘Our 
| company is continuing its activities in creating papers 
that have authentic style interest and trying as far as 
possible to aid its customers in visualizing the possi- 
bilities of these papers. The continued emphasis upon 
simple dramatic effects in boxes during the past few 
months calls for fine taste expressed in its simplest 
sterms. A simple box must be fine. The white or ivory 
box with rich dark trimmings of ruby, garnet, emerald 
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NEED DISPLAY 


Advertising tells prospects to ask for your canned goods 
at their nearest dealer. But it is too much to expect them 
i are to peep under the counter, in- 
Giccsconber the ny wish spect all the shelves, or oy 
4 Cheer Greeting Car a flash light. Display at the 
point of sale is the final impor- 
tant link in the chain of distri- 
bution. 
Union Display Racks in over 
a hundred forms are suited to 
every retail display problem. 
A large percentage of the line 
is designed for canned goods, 
glass jars, etc. There are floor 
racks, counter and wall racks, 
all constructed for maximum 
display on the rack, and bid- 
ding for a prominent location in the store. Write for 
pictures of many styles and sizes and the immediate sales 
results secured from furnishing these displays. 


UNION STEEL PRODUCTS CO. 


521 Berrien St. ee 
Albion, Mich. 


Greeting Assortment 
Counter Display 
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Window Circle Duby, Suction- 
Cupped to Glass 
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DW 1209 Counter Display 
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How to SAVE 


17% or more 


on Cellulose Papers 





HEMCO fully automatic Sheeters and Stackers 
make possible a saving of at least 17% on 
Cellulose Paper by permitting the purchase 

of the least expensive rolls and the conversion of 
these rolls into sheets when and as needed! 


The rugged, yet compact, Themco machine will 
cut and stack five to six thousand sheets per hour, 
requiring no operator or attendant. It may be 
moved from point to point to suit your conveni- 
ence in operation. Its signal advantages over any 
other method of achieving the same result has won 
for the Themco the endorsement of many of the 
largest users of Cellulose Paper. 


Investigate this machine! Give yourself the 
benefit of these substantial savings. 


We will place it in your plant on a ten day 
trial basis. 


Wire or write--- 


THEMCO: 


AUTOMATIC MACHINES 
2307 SOUTH PAULINA STREET 
CHICAGO.U.S.A. 
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and sapphire makes a distinguished box of this type. 
Modern monotones of harmonizing color, deep brown, 
grayed brown to cream; cinema blue, grayed blue to 
white; make elegant effects for the new architectural 
style boxes. Unusual and new color combinations are 
striking points of the new mode, blue and chartreuse; 
rust and white, corn yellow and gray. Delphinium 
and shell pink, black with white, pink, turquoise or 
yellow. The pastels are unusually lovely; corn yellow 
and pistache green being especially fine together. The 
formal, elegant box will require the mat or polished 
finish at its best. The informal or sporty box will be 
wrapped in a rough paper with a hand knitted yarn or 
rope effect.’ 

Jean Silvin, Keller-Dorian Paper Company, Inc.: 
“Regarding the present trend in packaging, it is my 
knowledge that the fancy and decorative papers are 
still being replaced to a considerable degree by the 
solid colored items. For this reason, however, it is 
imperative that the shades and colors of such papers 
be rich and brilliant in order to furnish the appeal of 
the more elaborate articles. Then, too, the foil papers 
are becoming increasingly predominant for packaging. 
I therefore believe that the plain fancy papers are best 
suited for the modern trend in packaging.”’ 

George Buell, Charles W. Williams & Company, 
Inc.: ‘‘The multi-colored patterns printed on bright 
gaudy colored basic stock seem to have passed out 
entirely. In its place we are selling more and more 
simple patterns printed in just one color on a basic 
stock in pastel and subdued shades. We also find that 
the demand is for a basic stock with a glossy finish in 
preference to the dull finish which was the vogue a 
few years back. This combination of a simple design 
printed on a better quality of basic stock is preferred 
by the trade, we believe, for the reason of its printa- 
bility qualities. In other words, a customer can print 
his name, trade mark or any other copy on such papers 
with no fear of the loss of any legibility, and at the 
same time add individuality to his package.”’ 

I. P. Macauley, Reynolds Metals Company, Inc.: 
“Consumers have become ‘metal conscious.’ Metals 
in various forms for use in homes and home appliances, 
automobiles, furniture, railroad coaches, ships, etc., 
have been impressed upon the public consciousness. 
Metal in its various uses has come to represent a 
symbol for soundness, durability and pleasing design 
to the public mind. Metal foils as used for packages 
harmonize with this public ‘metal consciousness,’ to 
the extent of an increasing popularity and acceptance.” 

Paul L. Houston, The Marvellum Company: “I 
think that the greatest demand today is for solid colors 
either casein coated or pyroxylin coated gold and 
silver and tints. Box manufacturers buy these either 
smooth or embossed in some unusual embossing pat- 
tern. There are, however, more of the decorative 
papers being bought than there were a year ago. The 
decorative papers are of the small designs and made 
with some new colors. Stripes seem to be very popular 

and the one color designs using gold or silver as the 
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print color on various colored background seem to be 
coming into greater demand. The real foil and imita- 
tion foil are selling today better than they did last 
year, and I understand that the mother-of-pearl or 
crystallon papers are being used today to a larger 
extent than they have been used.” 

Hughes and Hoffman: ‘“‘One of the sad things of 
the late depression is the fact that so many concerns, 
who had an enviable reputation for fine packages, kept 
cutting on their package appearance with the mis- 
taken idea that they would save money. It reached 
the stage, in many cases, that the final appearances 
of the packages actually set up sales resistance. To 
those concerns, we would strongly advise to bring 
back the original attractive appearance of their boxes 
as soon as possible. In order to guide those concerns, 
who have been out of touch as to what makes an at- 
tractive package in the present trend, we would suggest 
soft pastel shades with small overlay designs or em- 
bossings, or the attractive gold and silver or flint 
colored metals.”’ 

J. R. Hinkson, The United Manufacturing Com- 
pany: ‘‘I rather feel that colors, patterns and designs 
are going to be even more conservative than those that 
have been shown in the past, with a tendency toward 
the mild or pastel shades. The brighter papers such 
as micas with attractive embossed designs, not printed, 
will be those used mostly due to their non-soil surface 
and brilliance through reflected light.” 

C. P. Alston, Artcote Papers, Inc.: ‘Our best 
answer to your inquiry as to the trend of fancy and 
decorative papers applied to set-up boxes and other 
types of containers is to refer you to the decision of 
the judges of the All-America Competition for 1933. 
You will no doubt recall that three of the twelve entries 
receiving first prize in their respective classes used gold 
metallic coated papers as a decorative medium. Such 
a high honor was not bestowed by these judges on 
any other material entered in the competition.”’ 

C. T. Baron, Royal Card & Paper Company: “I 
believe the trend in decorated box covering papers to 
be toward somewhat more colorful designs and color 
combinations. The past year has shown a slow but 
decisive abandonment of single colored papers and the 
simple ultra-conservative designs that were in vogue 
last year and to some extent during 1932.”’ 

J. N. Hazen, Hazen Paper Company: “Our sales 
indicate that gold and silver and tinted metallic papers 
sell very well, plain rather than embossed. We con- 
tinue to sell also flints decorated in gold and silver, in 
small neat patterns, like checks and polka dots, etc. 
Our streamline design also is taking very well. I would 
say also that cloth and silk effects are popular.”’ 

Karl Pauli, Karl Pauli Corporation: ‘‘Very lovely 
effects are created now through the use of metal 
papers. Some are regular aluminum coated metal 
papers and some are covered with imitation gold and 
aluminum leaf. The latter give an impression of a 
genuine gold or silver coating and are favored by the 
jewelers and perfumers with their costly products.” 
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HIS new machine is unusually sturdy, simple, 

compact and smooth in operation and requires but 
one attendant. It operates at a speed varying from 
24,000 per day upward, depending upon the material. 
It can be used for seeds, powders, nuts, pills, solid 
objects or anything that is to be placed in an envelope 
or bag, whether free flowing or not. This machine 
pays for itself quickly through savings in labor. 

It cuts down the diffusion of powder to an absolute 
minimum and, where highly hygroscopic material is 
to be placed in an envelope or bag, it eliminates the 
necessity for air conditioning. 

The makers of this machine have, for nearly 4o years, 
specialized in the invention, design and building of 
automatic packaging machinery. They number 
among their satisfied clients such large manufacturers 
as the Nestle-LeMur Company, The Liggett & Meyers To- 
bacco Company, The R. J. Reynolds Tobacco Company., Inc., 
Salada Tea Company, Lipton Tea Company, P. Lorrillard 
¢” Company and the American Tobacco Company, etc. 


Write for full details and price to the— 


WRIGHT-DALTON 
MACHINERY CO. 


Sales Office: Plant: 
Rm. 1805, 220 W. 42nd St. 
Teens York City Durham, N. C. 
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The NEW idea in 


modern packaging 


Combining smartness in appearance with effi- 
ciency in material. 
Made seamless of an odorless, flexible, durable 
cellulose substance, Hycoloid tubes, jars and vials 
are unbreakable even when squeezed, uniform in 
thickness, and only 1/5 the weight of glass. 
Point of sale approval is the test of packaging 
success. The beauty of Hycoloid is a potent sales 
factor. Affording the visibility of glass, but free 
from its fragility. Hycoloid’s brilliancy is enhanced 
by being available in crystal clear colors, as well as 
colorless, in either transparent or opaque finish. 
Labels can be processed, in colors if desired, as an 
integral part of the containers—permanent, non- 
chipping and brilliant. 

Send us a sample of your product 

and let our Special Design Depart- 

ment make suitable recommendations. 


HYGIENIC TUBE & CONTAINER CO. 
46 Avenue L Newark, N. J. 
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PACKAGING FALLACY NO. 1 


(Continued from page 58) briefest form, the Hygeia 
sales story was: More sanitary and health-bringing 
nursing bottles and nipples, sold at premium prices, 
but assured longer life. A critical examination of 
the packages revealed the following weaknesses, which 
constituted real sales-resistance in the company’s 
marketing efforts. 

1. While sanitation was the keynote of the entire 
sales-advertising story, the packages did not 
follow through with a similar appeal, being made 
of ordinary folding boxboard with a grey news 
back, the bottle being protected with a band of 
ordinary brown corrugated board, while in the 
case of the nipple, there was neither a transparent 
cellulose nor wax-paper covering enclosing and 
protecting it. 

2. The color schemes utilized were unsuited to the 
products themselves or to the women consumers 
who bought them, the bottle being enclosed in 
an orange and black carton, the nipple in a 
spotty grey and blue carton. 

3. There was no coherent design or color scheme 
immediately establishing the two products as 
members of the same family, and to be used 
simultaneously, as one complete unit. 

4. Copy appearing on the packages failed to tell the 
real sales story and was so poorly printed as to 
be almost illegible in spots. 

5. The packages failed to immediately establish the 
products as being high quality, premium priced 
merchandise. 

6. Rather than definitely and immediately identi- 

fying the products as a nursing bottle or a nipple, 

the terms ‘‘Food Cell’ and ‘“‘Breast’’ were being 
used, which in our judgment was confusing to 
the consumer. 

Partaking of the nature of ‘‘class,’’ ‘‘demand” 

and slow-moving merchandise there was nothing 

about the packages that would encourage their 
open display by retail druggists. 

8. There was nothing on the nursing bottle package 
referring to a guarantee against breakage from 
temperature changes encountered in normal use. 

The next step was a limited investigation in the field, 

with the following significant facts being revealed: 

1. Not one of the retail druggists visited had Hygeia 
nursing bottles or nipples, either on open display 
or even in sight, thus failing to take advantage of 
reminding consumers and selling them ‘‘on sight.” 

2. When directly asked for a Hygeia product it was 
taken from a dusty drawer or stock-room shelf 
and was anything but pleasing to the eye, or in 
step with the basic Hygeia selling appeal of 
sanitation. 

3. The average druggist manifested but mild in- 
terest in, or definite knowledge of, the advantages 
of Hygeia products. 

4. Several druggists recommended a competitive 
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product, stressing an implied guarantee, no 
stronger than Hygeia’s actual guarantee. 

5. Almost without exception they reported that 
sales of nursery supplies were made to feminine 
shoppers, who bought closer than men would. 

The basic requirements for the Hygeia packages 
were therefore found to be: 

|. A design that would carry a sanitary, healthful 
appeal. 

Immediate identification of the product. 
Building quality into the product. 

Readily stressing the product's advantages to 
the consumer. 

5. A color scheme that would appeal to feminine 

shoppers. 

6. Definite family resemblance in all Hygeia pack- 
ages. 

7. Product names that would be immediately under- 
stood. 

8. Sufficient eye-appeal and attention-value so as to 
encourage retail druggists to give them some 
open display in their stores. 

The new Hygeia packages, shown in the accompany- 
ing illustration, incorporated the several requirements 
outlined in the preceding paragraphs. Compared to 
their predecessors, the new light and medium powder 
blue cartons on clean, white clay coated, manila back 
folding boxboard, are as radical a change in packaging 
as could be imagined. 

As a means of cashing in on this dramatic change in 
packaging a complete program of sales promotion was 
outlined by the package designers including: Trade 
publication advertisements; counter display; direct 
mail announcement to the retail trade; salesman’s 
brochure; special offer to replace all old outstanding 
dealer and jobber stocks with fresh merchandise in the 
new packages. 

While it is too early to give definite statistics on the 
sales increase secured through this specialized effort it 
can be safely stated that Hygeia sales have received a 
rejuvenating influence and impetus not felt for years, 
and in the words of Hygeia’s president: ‘Our new 
cartons are a radical departure from our old ones, but 
we were fully convinced of the advantages to be gained 
by making the changes dramatic, and our only regret 
is that we didn’t do it a long time ago. The package 
changes, plus emphasizing our guarantee against 
breakage, have given us an excellent sales story to 
bring to our distributors and dealers who, we are 
confident, are cashing in on the improvements. Our 
experience clearly demonstrates how an old established 


manufacturer may safely improve his package.” 
* * * 


+ co le 


The new Hygeia packages were completely styled 
and produced by members of the Richardson-Taylor- 
Globe Corporation, Mr. Deveneau as director of mer- 
chandising, and Stuart F. Ball, designer. This family 
group of packages was accorded one of the Honorary 
Award Cups of the 1933 All-America Package Com- 
petition for its excellency of design and production. 





WRAPS 
and SKALS 


CELLOPHANE 








QUICKLY, ECONOMICALLY, 
PERFECTLY! 


The Miller Semi-Automatic Wrapping Machine 
wraps and heat seals cellophane or wax paper 
wraps on packages of crackers, cookies, cake, 
paper napkins, coffee, tea, candy, cosmetics, 
creams, etc. 


Its operation is quite simple and it may be quickly 
adjusted for a wide range of sizes. It will wrap 
and seal up to 600 or more packages per hour 
with one operator or 1000 or more with two 


operators. 


Send us a sample of your package and we'll return 
it wrapped and sealed by the “Miller.” 


Write for a circular. 


MILLER WRAPPING & 
SEALING MACHINE CO. 


14 South Clinton Street, Chicago 
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Where accurate 
44 a 44 
register counts 


—specify staples 
by BOSTITCH 


The Gimonet Lipstick must be ~— upon its display 


card in accurate register to the drawing upon the card. 
Quite logically, therefore, the manufacturers selected 
Bostitch Staplers and Bostitch Staples to attach the 
lipstick to the card. For with these they are able to 
achieve a high production speed with a perfection of 
register not otherwise obtainable. 

This is but one of the qualities that have made Bostitch 
Staples and Staplers the ideal means of attaching products 
of all sorts to display cards and stands. Because of the 
low initial cost of Bostitch equipment and its continued 
low operating cost, Bostitch Staplers fit easily and 
economically into production methods. They are easily 
adaptable for change in size or type of staple thus permit- 
ting the production of several different products with the 
use of but a single stapling machine. 

Mail coupon for full information—if possible send a sample 
of your present package so we may show, on your own 
preduct, how Bostitch can help solve your fastening 


problems 
* 


5) _ po 

fp oslt tcl Pe € Cmpan 
pony 

& U 


East Greenwich, R. I. 


Please send descriptive folders on Bostitch fastening and 
merchandising methods. 
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FIBRE CAN DECORATION 


(Continued from page 100) seasonal and are further 
limited to that class of can containing such products 
as hard candies and fancy cookies. Occasionally cos- 
metic manufacturers desire a stock all-over pattern 7 
paper but these seem to be confined to a small group 
who manufacture an inexpensive product—not widely 
known—and sold in the five- and ten-cent stores. 

“Most manufacturers are aware of the value of 
identification in their labels. Whether or not this 
identity is well executed, the recognition of the fact 
remains. There is obvious possibility of duplication 
in the selection of fancy papers for similar products 
by two or more manufacturers. This fact alone 
strengthens the movement of the large majority to 
wrap their containers in their own private labels. 

“The printed label allows greater freedom in giving 
a package ‘expression. Through the efforts of 
MODERN PACKAGING and of leading designers in the 
field, manufacturers have come to realize the advantage 
of creating around their package an atmosphere that 
portrays the classification of the product encased. | 
With a few exceptional cases, the printed wrap has 
proved to be its most effective medium. The barom- | 
eter indicates an increasing tendency in this direction. 

“Assuming that this factor is now more or less 
definitely established, the trend will follow new develop- 
ments in design. Continued observance and analysis 
of the consumers’ buying habits, by designers, mer- 
chandisers and manufacturers will have a decided 
influence on future package design and we hope that 
the day of unsound packaging is left for history books. 

“The printed label is used much more extensively ~ 
than the fancy papers in the experience of our com- 
pany. Some drug packages are put up in quantities 
with fancy papers but we have never found this to 
work out successfully. We are using more fancy and 
decorative papers on tubes and this field seems to be 
increasing. 

“T can’t see where the fancy papers are going to 
increase in the fibre can industry over the printed label. 
One place that the fancy papers are used, of course, is 
in the cosmetic field, and in this one instance there are 
a number of new developments coming through which 
will increase the use of these papers. We are running 
quite a quantity of fancy papers, but all on tubes.” 


NOT TWELVE, BUT THIRTEEN! 


“To THE roster of long-term advertisers in MODERN 

PACKAGING which was published in the April issue 
should be added the name of Hampden Glazed Paper 
and Card Company. This omission—please believe— 
was not due to any superstition on the part of the copy 
writer and his unwillingness to total the list at thirteen. 
Rather, it was the fault of the records which were sup- 
plied him—an error which MODERN PACKAGING hastens 


to correct. 
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MACHINERY—SUPPLIES 


(Continued from page 96) 


All other liner papers have their protective finish laid 
/on by liquid solution which involves the use of solvents, 
heat, baking, etc., etc. Vinylite contains no solvents 
or plasticizers. It requires no baking operation. It is 
‘applied to the paper as a separate film. This leaves it 
‘free from odor, taste and brittleness which are the 
‘faults of practically every other liner material which 
‘has been produced. Vinylite, the liner, contains noth- 
’ ing more than Vinylite, the resin. 


'A NEW ENVELOPE FILLING MACHINE 


; —!n THE filling of bags and envelopes with pow- 

dered materials, particularly those of a hygro- 
‘scopic nature, considerable difficulty is experienced 
| because of the diffusion of the powder. In many 
cases this operation requires a separate room or the 
_ covering of the equipment with glass cases. 


A new machine which is said to overcome this handi- 
cap is the automatic envelope filler made by the 
Wright-Dalton Machinery Company, Ltd., Durham, 
N. C. It is stated that this machine cuts down the 
diffusion of powder to an absolute minimum and, where 
highly hygroscopic material is to be placed in an 
envelope, can be arranged so that it flows from the 
hopper to the envelope with a minimum contact with 
the air. This does away with the necessity for air 
conditioning and in many cases enables the plant to 
operate in the summer as well as in the winter. 

The machine, shown in the accompanying illustra- 
tion, is sturdy, simple and smooth in operation and 


LUSTE 
CONTAI 


LUSTEROID CONTAINERS in 
brilliant colors of any desired shade 
compel attention in store display and 
delight the purchaser during the use of 
your product. 

Decorated in colors, also. Saving the 
cost of expensive labels and labeling. 

Let us send you some samples. You 
will be interested. 

Extremely economical. 

Unbreakable and about one-fifth the 
weight of glass—expensive protective 
packing is unnecessary. 

Transportation costs are low. 


LUSTEROID 


CONTAINER COMPANY, INC. 
Formerly Lusteroid Division of The Sillcocks-Miller Company 
10 PARKER AVENUE, WEST 
SOUTH ORANGE NEW JERSEY 


. ‘The Powd-r Puf-r illustrated in the Lusteroid Container advertisement 


in the April issue of Modern Packaging is manufactured by the Holland- 
Rantos Company of New York City, to whom grateful acknowledgment 
for permission to illustrate their product is hereby extended. 
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requires only one attendant. Speeds attainable vary FC 





from 60 packs per minute, depending on the material. PR 

It can be used for seeds, powders, nuts, pills, solid 

objects or other products to be placed in an envelope, “) 

whether free-flowing or not. : 
The machine is not a stock model but is built to the ins! 

individual requirements of the customer and can in- the 


corporate any special features desired. It is said that 
the machine can handle any type of envelope and can 
be made adjustable to various sizes. 


NEW STANDARD MOLDED JARS 


NNOUNCEMENT made by Arrow-Hart & 
Hegeman Electric Company, Hartford, Conn., 
recently of new stock molded cream jars, marks the first 
time that molded Durez cosmetic jars have been offered 

@ This new labor-saving treadle : . 
is instrumental in reducing by to packers as stock items. Heretofore only special de- 
50%/ the number of manual op- signs from private molds have been available, which 

erations required to stitch a box A 2 
made the cost of the new jars too high to be considered 


S T A P a E S by the smaller packer. 


Odorless, inert and moisture-and-oil-resistant, the 


9 O O 3 O O new jars are said to be suitable for packing any type of 








I 

BOTTOMS “ 

h 

per hour th 

@ The new Ideal is so simple that it speeds up alv 


output substantially — without fatiguing the oper- 
ator. @ Three positions of a single treadle control 
the work. Any operator can run this new model 
perfectly, with little effort. Every unnecessary 
motion has been eliminated. © The new Ideal 
reduces costs at every point. It forms its own 
staples from a spool of 
wire. No skilled mechan- 
ical attention is needed to 
keep it running perfectly. 
@ Why not put added 
strength into the bottom of 
your containers, where 
strength is needed—when 
bottom stitching now costs 








so little? Mail the coupon cosmetic cream, either water-base or oil-base. Similar 
Soe uae bulletins jars made from the special Durez material have been on 
test packed with water-base vanishing creams for 


two and a half years, and even today both the cream 

and the jar are in perfect condition. Greater accuracy 

B O T v O M in plastic molding permits an extremely tight seal, 
the Arrow organization states, preventing undue 

S T I T i H E R evaporation of the more volatile elements of the cream. 


Other advantages claimed are a weight saving of about 

IDEAL STITCHER & MFG. CO. 45 lbs. per gross compared with ordinary jars, easy 

achintanlacunntic-aamplnagen fillin reat stability, simple lines ease of labeling 
Send free Bulletin No. M-5 telling about Ideal Stitchers. i 8» 8 é dh ibe P ; da 

with infinite variations possible in label shapes and 











Name Position : an : ‘ 
sizes. Two-, three- and four-ounce sizes are available, 

Address sommes | Standard colors being red, black or combination of these 

Company senneseonsnussescnnensssonee colors on top or bottom. The special mold finish gives 
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FOR FASTER GOING ON THE 
PRODUCTION LINE 


ae accompanying illustration of the packaging 

production line for Plibrico is a representative 
installation, showing the use of Acme Steelstrap and 
the new Acme equipment. This new equipment, 





which consists of a tool mount package guide and 
package stop, is said to assist greatly in speeding up 
the strapping operation. 

Since the tool mount holds the Acme strapping tool 
always in position—ready for use—and is instantly 





adjustable to packages of various heights—strapping 
time is reduced and work made easier. 

This new equipment together with Acme Steelstrap 
and strapping tool is said to provide the fastest and 
most efficient system yet developed. The package 
guide and stop contribute to the speed and ease with 
which the strapping operation is performed. They are 
furnished to meet particular needs. 

Acme states that this new equipment can be easily 
installed in existing conveyor systems or can be fur- 
nished attached to a roller conveyor. 


A NEW FOLDING BOXBOARD 


_f NUMBER of advantages are claimed for 
“Britecote,’’ a new folding boxboard just an- 
nounced by the Empire Box Corporation, manufacturer 
of folding paper boxes and cartons with factories at 
New Brunswick, N. J., and South Bend, Ind. The 
eastern sales office is in the Lincoln Building, New 
York. S. J. Klein is president of the company. 
Britecote folding boxboard is guaranteed to be from 
10 to 15 per cent stronger and more rigid than any 
existing grades. It is said to possess an excellent 
printing surface and is as white as clay coated box- 
board which, prior to this time, was the highest quality 
made. It is guaranteed to be absolutely fast to light, 
and in a recent test lost none of its brightness when 














ADHESIVE KNOWLEDGE 
By UPACO 


The sealing difficulties of all 
Packaging Problems are wel- 
comed in Upaco Laboratories. 
Hundreds of formulae from 
scientific research await 


YOUR problem. 


May we ask YOU to use 
Upaco Adhesive Research 
Service. There is no charge. 


UNION PASTE COMPANY 


200 Boston Avenue 
MEDFORD MASSACHUSETTS 








MAY, 1934 111 





@ Remember this fact: Acme Silverstitch comes in one- 


piece, full weight, 5 and 10 Ib. coils. 


By the special Acme method of manufacture, it is possible 
to produce a 5 or 10 |b. coil of stitching wire complete in 


one piece. 


That means fewer stops to change coils. THAT MEANS 
MORE WORK PER DAY. 


There are other advantages to Silverstitch. The clean silvery 
finish (galvanized) frees cartons from the danger of rust 
spots. Inside packages keep clean too. For general use, 


protection liners can be eliminated. 


Acme Silverstitch is so unvaryingly accurate in width, thick- 


ness and temper that it can do a smoother stitching job. 
Next time you order stapling wire try Acme Silverstitch. 


SIZES: .103” width—.014”, .017”, .020”, .093” and 
060” width— .024”, .0905. 


MACME STEEL COMPANY 


GENERAL OFFICES: 2843 ARCHER AVENUE, CHICAGO, ILL. 


Branches and Sales Offices in all Principal Cities 
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exposed for a three-week period to the strongest kind§ 
of sunlight. 

Britecote is also said to be less absorbent than other | 
grades, and as a result will produce a more uniform’ 


New cartons in four colors use Britecote 


distribution of ink and in the specific case of varnished 
cartons will retain a greater luster. Added to these 
advantages is a claimed saving of 20 per cent in cost. 


ONE HALF CENT PILFER-PROOFS 
A _ LIQUOR CASE 


da E accompanying illustration shows an American 
liquor case reinforced by Acme _ Steelstrap. 
Acme Steel Company, Chicago, states that the cost for 
this protection, including seal, would run only one- 
fourth of a cent per strap. For one half cent, two 
straps and seals can be used. 
Acme states that this method, which has been in use 
for some years in various Canadian provinces, will pro- 


vide absolute protection against undetected pilferage. 
A seal, carrying individual insignia or trade mark if 
desired, is used so that it cannot be duplicated. 

The trend in this country is said to be toward the 
use of a high quality solid fibre case—and in view of 
that fact the advantage of Acme Steelstraps will un- 
doubtedly be widely utilized. 











NEW! 4 DISTINCT ADVANCE IN 
: © SHEETING EQUIPMENT 
_ THIS MACHINE CUTS BOTH WIDTH AND LENGTH AT THE SAME TIME 


Provides Double Saving for 
Cellulose Users 


The Perfect Dual Slitter and Cutter slits, cuts and stacks 
transparent Cellulose from two rolls into sheets of any 
desired length and width up to 24” x 26”, supplying 
sheets as needed from 80 to 480 per minute. 


It provides a direct saving of approximately 17% over the 
cost of “‘pre-cut’’ transparent cellulose. It provides an 
additional saving by eliminating large stocks and spoilage 
and simplifies stock-keeping still further than any ordinary 
sheeting machine. 

The Perfect Dual Slitter has no complicated parts. It is 
extremely simple and inexpensive. 

FEATURES: Equipment includes five slitter knives, 
counter, new improved floaters for better stacking. 

Rigid knife—entirely cam-operated— insures against fail- 
ure to cut. 

By the simple turn of a small wheel, the full range of from 
4 to 26” is obtained. 

For low-priced hand-operated, semi-automatic or auto- 
matic sheeting, crimping, banding, wrapping, or weighing 
and filling machines, get in touch with— 


Poo ASCO ee erate. wee 


122 CENTRE STREET @ Telephone: 
NEW YORK, N. Y. WOrth 2-6627-8-9 











CELLOPHANE 
SYLPHRAP 
PROTEC TONG 
KODAPAK 
TIGHTWRAPPING 
CASE-SEALING 
CARTON SEALING 
BOTTLE LABELING 
CAN LABELING 
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TATISTICS show that sales have been 
\J and are maintained on articles that are 
attractit ely packa ged. . 

The right package . . . the one that really 
expresses . . . stimulates interest and desire, 
and sticks in the memory. 

You are a forward-looking manufacturer. 
Keep pace with modern trends by letting 
“HATCH of LOWELL” design a pack- 
age that expresses the spirit of today and re- 
Hects the guality and appeal of your product. 





LOWELL, MASSACHUSETTS, U.S. A.. 
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PACKAGE IDENTIFICATION 
AND PROTECTION 


(Continued from page 61) the contents to improve 
with age, Uncle Sam left the working out of technical 
details to commercial manufacturers of lacquered cans. 
It is understood that Continental and other companies 
will be on the market with their respective versions of 
the valve idea, each covered by patents. Quantity 
producticn of canned cheese is already in progress at 
several points, notably at Grove City Creamery, 
Grove City, Pa. The Atlantic & Pacific Company, 
and other operators of grocery chains, have con- 
tracted for packs (principally in the 12-0z. size) which 
will enable them to cash in promptly on the Government 
propaganda in behalf of this addition to standard 
tinned foods. 

In the estimation of the executives at Dairy Industry 
headquarters the magic in canned cheese, as in many 
another graduation from bulk selling to unit packaging, 
will consist in the fact that it will enable the identifica- 
tion of meritorious grades of natural American cheddar 
cheese. Up to the present there has been no effective 
method of branding bulk, cut-to-order cheese, with 
assurance that the trade mark would carry through to 
the ultimate consumer. Cheese fanciers have had no 
means of expressing satisfaction in repeat orders. And 
producers, doomed to anonymity, have had little in- 
centive to strive to produce a superior article and main- 
tain the highest quality. With a package to carry the 
trade mark and a beer-and-cheese public appetite to 
whet sales, producers of cheddar are preparing to not 
only supply a greatly increased demand but to reach 
an enlarged constituency through new or additional 
retail outlets where patrons have been educated to 
“buy brands.” 


__ Ix one of the newest fields of packaging, Uncle 
~~ Sam has been quietly moving to remove an 
imputation of blame that has been unjustly placed upon 
package forms. The scene of package vindication is 
none other than the frozen food industry. Scandal 
started when certain frosted foods—specifically certain 
varieties of fruits and vegetables—began to lose sales 
because of lapses in conditicn or appearance. Dis- 
coloration appeared in some instances. In other 
cases the quarrel was with the eye appeal of the texture 
or composition of the fruit. Without making any real 
investigation, certain hasty critics jumped to the con- 
clusion that the fault lay with the packages. 

An alibi, or at least a partial alibi, has been supplied 
by Uncle Sam. Specialists in the Fruit and Vegetable 
Division of the Bureau of Plant Industry have lately 
located the seat of trouble—detected it in the food it- 
self. They find that certain varieties of fruits and 
vegetables do not lend themselves to the freezing 
process. For example, some of the best known stand- 
ard varieties of peaches have no place in the frozen 
pack if the frozen pack is to sell on its looks. Having 
located the trouble, the aces at the Plant Industry 





cl 








Bureau are summoning remedies in the form of agri- 
cultural varieties that will stand up under the freezing 
treatment. In the case of berries even new strains 
are being developed in order to give processers the 
most favorable material on which to work. 

For all that Uncle Sam will not allow packages to be 
made the scapegoat of deficiencies in the frozen food 
line, candor requires the further observation that 
Uncle Sam is not yet ready with an official answer for 
the question so often asked: What is the best package 
for frozen food? Largely from considerations of 
economy, probably, the trade has gone to the paper 
package. But not on Uncle Sam’s say-so. When 
asked the other day regarding rival packages, Dr. 
E. C. Auchter, in charge of the Division of Fruits and 
Vegetables, said: ‘‘Paper is cheaper but is not generally 
as satisfactory as containers which can be sealed air- 
tight because the air gets in and oxidation occurs with 
the consequent loss of color and flavor.”’ 

From which it appears that, in the long run, the 
packages which may be expected to win out in the 
frozen food field are those which afford the best com- 
promise between price and air-tight quality. The 
wooden package had the frozen business in the be- 
ginning—the start was made with fruit frozen in bar- 
rels for jam making, pie bakers and the ice cream trade. 
The paper cup and fiber can mediums, along with car- 
tons such as are in use by Birdseye, have made away, 
to date, with most of the orders for consumer units. 
But both metal and glass containers will be contenders, 
now that a promise of permanency has come to this 
branch of the package-supply market with the pre- 
diction by the Department of Agriculture that the out- 
put of the frozen pack ‘‘will continue to increase.” 


N inventory of Uncle Sam’s more recent con- 

tacts with packaging requires an examination of 
a Governmental venture in package research that at- 
tracted no end of attention when first announced but 
which seemed to quickly fade from business sight. 
Readers will recall that a year or two ago, when the 
theory of special anti-rancidity packages for food 
specialties was first announced at the U. S. Bureau of 
Chemistry, it created a mild sensation. 

The spoilage-proof package, fashioned to Government 
specifications, is making its way. Particularly the 
paper package in the light-defying, grass-green hue. 
But we may as well be frank and confess that one 
reason for the spotty development is that technical 
circles are by no means in complete accord as to the 
efficiency of this color armor for packaged oil-bearing 
foods. Particularly is there skepticism in the glass 
package section of the industry. Which is why the 
mayonnaise manufacturers, who have been keen to 
try the new scheme, have had difficulty in finding stock 
containers tinted ‘“‘Coe’s green.”’ 

An attitude of conservatism is observable, even at 
the Corning Glass Works which, during the war, de- 
veloped the ‘‘sextant green’’ which has figured so 
prominently in recent months in the campaign to put 





‘/-=THE RIGHT ADHESIVE 


| by: Ad Hesive 











AD SA YS: ‘THE right adhesive decreases 


production costs, improves 
| | | the appearance of packages, and 
| | | increases the salability of the 
| 





goods. The Star line of adhe- 
sives includes adhesives used on 
every type of stripping and 
wrapping machine, case and car- 
ton sealing glues for machine and 
hand work, as well as ice-proof, 
water resisting bottle-labeling 
gum. 








Send for our circular ‘‘The Proof 
of the Adhesive Is in the Seal- 





BINGHAM BROTHERS 
COMPANY 


1 | 
| | | (Founded 1849) 
| | | | All Kinds of Rollers and Adhesives 


I 406 PEARL ST., NEW YORK 


JRA, RocnesTER, N. Y. PHILADELPHIA, PA. 
980 Hudson Ave. 521 Cherry St. 
7” BALTIMORE, MD. 
131 Colvin St. 


























The Materials Used Do Count 





WHEELING STAMPING COMPANY 


| Factory: Wheeling, W. Va. 
| B. E. Stover, Sales Manager 


| 


Representative: Geo. K. Diller 


90 W. Bway, New York 
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THIS SAMPLE CASE 


quickly finds a 
permanent place on the Purchasing Agent’s Desk: 
Molded of lustrous black Bakelite (with Airguide to 
tell the temperature) it provides the buyer instant access 
to samples of Western Book Cloth. 

Keep your product constantly before the buyer, if you 
are looking for increased sales. 

Our Merchandising and Design Departments will 
cooperate with you. 


Write us now. 


CHICAGO MOLDED PRODUCTS CORP. 
2142 Walnut Street ea Chicago, Ill. 
Bakelite Durez Plaskon Beetle Tenite 











“FILMA-SEAL’ 


(the double seal of cap and film) 


Prevents evaporation and leakage of Chloroform and 
other volatile products. 

STOPS Tampering and is a guard against Counter- 
feiting. 

Furnished with our C.T. Screw Caps or inserted in your 
plastic caps. 

Quickly applied. No added labor cost. 


FERDINAND GUTMANN & CO. 


Established 1890 


BROOKLYN, NEW YORK 


U. S. Patents—Trade Marks Reg.—Pats. Pending 
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over green dress as a substitute for black or opaque 
packaging of foods that deteriorate in sunlight. Apro- 
pos his own lack of conviction, J. C. Hostetter, director 
of development and research at the Corning Glass 
Works, remarked: ‘“‘It is a fact that there is consider- 
able difference of opinion among scientists and glass 
technologists as to the value of “‘sextant green” as a 
means of retarding rancidity in products stored in 
glass. Certainly there are many factors involved.’ 

One has only to get a glimpse of the position taken 
on this same controversial issue by the technical aces 
of the Maryland Glass Corporation to realize that there 
is sincerity and an honest difference of opinion behind 
that studied deliberation of the glass container people 
which has irked the Government innovators, eager to 
have food packages “‘go green’ in a big way. Dis- 
cussing this matter with the writer, Maryland Cor- 
poration’s chief chemist, W. R. Lester, said: 

‘For the past several years we have been working on 
the problem of light protection by colored glasses and 
have developed several compositions for this purpose. 
We have confined ourselves, however, to protection 
from straight photochemical reactions, rather than re- 
actions in which light acts only as an accelerating agent, 
as in the case of rancidity. ; 

“So far as we can see, there is no benefit in placing 
oily matter in green glass (“‘Coe’s green’) if the oxy- 
gen—the real source of rancidity—is not removed. 
Packagers realize that amber glass, if made correctly, 
will offer good protection to a great many materials 
that are sensitive to light. Colored glasses, which 
would have to be specially made, would find their only 
uses in the advertising possibilities which might be 
capitalized with the distinctive colors.”’ 


_f F the anti-rancidity green glass container has 

been held in abeyance, the paper package of the 
formula-green tint has been driving a wedge, albeit a 
narrow one, into the field of package supply. The 
Riegel Paper Corporation of New York has manufac- 
tured the special paper for several customers—moestly 
for use as bags for potato chips and other food products. 
Several other suppliers have shared in this business. 
Indeed, there is something of a drive to convert the 
potato chip industry to the new medium, potato chips 
being, notoriously, the most susceptible to rancidity of 
all food products that go forth in packages. 

That the anti-rancidity green paper package is 
making headway is somewhat remarkable because this 
novelty is under a handicap of price which puts it at a 
competitive disadvantage. Charles McDowell of Mc- 
Dowell Paper Mills, Manayunk, Pa., has explained, for 
MODERN PACKAGING, that this premium has to be 
demanded by the paper manufacturer because of the 
amount of color that is required to eliminate the ob- 
jectionable light rays. Said he: ‘“‘We have made con- 
siderable of this paper and also made a considerable 
number of experiments. No doubt there is quite a lot 
of merit in the theory as to the properties of this paper 











in respect to oil-bearing foods. The chief drawback, 
unfortunately, is the price that must be charged. It is 
necessary to charge about three cents per pound addi- 
tional for this particular shade of paper, especially in 
the glassine such as we manufacture.” 

Another hurdle which the new light-defying green 
garb is encountering is the interference with tradi- 
tional package color plans. The packager who has 
made a trade mark, or consumer clue, of the familiar 
color scheme of his established package is loath to 
wreck it, even to insure the keeping quality of the con- 
tents for, say a year instead of a month. Thus, John 
H. Wilkins of the John H. Wilkins Company, well 
known as clever packagers of coffee, was enthusiastic 
at the outset regarding the special green. But he was 
sobered when he realized that a green overcoat would 
transform the Wilkins package out of reach of ready 
recognition by the casual color-habited package picker. 

The indicated solution, to which packaging is already 
trending, entails introduction of the saving-green in the 
form of internal rather than external packaging. 
Preferably in the form of liners. The Interstate Fold- 
ing Box Company of Middletown, Ohio, has already 
done pioneering with carton liners in the new made. 
Washington hears that the Robert Gair Company is 
likewise making tests with cartons lined with ‘‘Coe 
green.’ A number of packagers have indicated that 
they will substitute liners in the new shade if the price 
can be brought with hail of the quotation on amber and 
other colors. The anti-rancidity crusade has given 
a lead to the manufacturers of foil packages. 


At the National Wine & Liquor Show, two hundred and forty-seven 
customers’ packages were displayed in the combined exhibit of 
Anchor Cap & Closure Corporation and the Capstan Glass Company. 
The center pyramid was devoted to customers’ packages and a com- 
plete display of wine and liquor bottles. The top row featured 
Hiram Walker packages; the second, those of Continental Distilling 
Company; row three, Capstan’s line of liquor bottles; and row four, 
a representative line of customers’ wine packages. 


ADHESIVES 


OVER 30 YEARS’ EXPERIENCE 


is available in our highly specialized 
laboratory for the solution of your ad- 
hesive problems. Our extensive knowl- 
edge of adhesive requirements on all 
types of packages and all kinds of 
equipment will be invaluable to you. 
Write for valuable descriptive circular, 
“Sure Tricks,” and state your problems. 


She J OF PASTES, GLUES & GUMS 
/ 1243 NORTH india TENTH ST. 
MILWAUKEE, WISCONSIN 
JAMES Q. LEAVITT 


. G. Fi q HILL BROS. CHEMICAL CO 
F. G. Findley Co a Oo Lee o 


. __ 
Agents: Ogden, Utah Los Angeles 








Over 75 years 


Experience 


in the manufacture 
of can and bottle 
closures 


EVEREADY 


TRANSPARENT 


poe! 


MENDS MOST 7 4 
EV 3 Aluminum and Nickel 


Plates Cork Tops 


Lead and Tin 
Collapsible Tubes 


Polished Coppered 
Cans 

ANITURE TOY Sprinkler Tops 
WATER PROOF 


FIRE PROOF 
t/2FL.ozs 


Screw Caps 








Lead and Tin Coated 
Spouts 





Metal Specialties 





Consolidated Fruit Jar Company 


New Brunswick * New Jersey 
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ACME STEEL CO 

AMERICAN CAN CO. 

AMSCO PACKAGING MACHINERY, 
ANCHOR CAP & CLOSURE CORP. 
ARABOL MANUFACTURING CO., THE 
ARROW MANUFACTURING CO., INC. 
BAKELITE CORP. _. 
BINGHAM BROS. CO 
BOSTITCH SALES CO. . 
BROOKS & 2 gg R, INC. 
BUEDINGEN C INC., FERDINAND 
BUEDINGEN & SON. WILLIAM 
BUTTERFIE aL D- BARRY CO. 


CELLULOID CORP 

CHICAGO MOLDED PRODU cts CORP 
CHICAGO PRINTED STRINGCO. . 
COLTON CO., ARTHUR 
CONSOLIDATED FRU 3n 
CONTINENTAL CAN C 
CROSS PAPER PRODU c Ts CORP. 
CROWN CORK & SEAL CO. 


DEJONGE & CO., LOUIS . 
DENNISON MANUF ACTURING co. 
DEXTER FOLDER CO 
DOBECKMUN COMPANY, 
DU TONE RIBBON CORP. 


EMPIRE BOX CO. 


RG USON CO., J. L. 
IDLEY CO., F.G ; 
rCHBURG PAPER CO. 

REYDBERG BROS., INC. 


GENERAL PLASTICS, INC 
GUTMANN & CO., FERDINAND 


HAMPDEN G x AZED PAPER & CARD CO. 
HATCH CoO., F. 

HAZEN PAPE OR ag 

HEEKIN CAN CO. ; ‘ , 
HYGIENIC TUBE & CONTAINER CO. 
IDEAL STITCHER & MANUFACTURING CoO. 
ILLINOIS CARTON & LABEL CO. 


KALAMAZOO VEGETABLE PARCHMENT CoO. 
KELLER-DORIAN PAPER CO., INC. ; 
KIMBERLY-CLARK CORP. ‘ 
KITTREDGE & CO., . te 
KNOWLTON CO., M. 
KRAUSE, INC. RICHARD M. 


LEVEY CO., INC., FRED’K H. 
LOWE PAPER CO 
LU 


INC. 


JAR CO. 


THE 


FE 
FIN 
FIT 
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STEROID CONTAINER CO., INC. 


MARVELLUM CO., THE 

McLAURIN-JONES CO. ; 

ME LY ie PACKAGE CORP. 

MICHIGAN LITHOGRAPHING CO. 
MIDDLESEX PRODUCTS CO 

MILLER W a & SEALING MACHINE co 
MUDD CoO., G. W. 

NASHUA GUMMED & COATED PAPER CO. 
NATIONAL PACKAGING MACHINERY CO. 


OWENS-ILLINOIS GLASS CO. 


PACKAGE MACHINERY CO. 
PAULI CORP., KARL 
PHOENIX METAL CAP CO. 
PNEUMATIC SCALE CORP., 
PROBAR CORP. . . 


REDINGTON CO., F. B. 

RESINOX CORP. 

REYNOLDS METALS CO., N 
spt TAYLOR-G L OBE CORP. 
RIEGEL $y. ‘" CORP. . 

RITCHIE & Ww.C 

ROYAL & CO. tHOMAS M. 

ROYAL CARD & PAPER CO. 


SHELLMAR PRODUCTS CoO. 
STAN DARD-KNAPP CORP. 
STANDARD SPECIAL 2-4 & TUBE 
STANLEY MFG. CO., THE 
STOKES MACHINE CO., F. J 
STOKES & SMITH CO. ; 
SUTHERLAND PAPER CO 
SYLVANIA INDUSTRIAL CORP. 


TABLET & TICKET CO. 
TOLEDO SYNTHETIC PRODU CTs: 


UNION PASTE CO. 

UNION STEEL PRODUCTS CO. 

U. S. AUTOMATIC BOX MACHINERY CO. 
UNITED MANUFACTURING CO. _. 


VOSS CORP., KARL, DIV. SHOUP-OWENS, INC. 


WARNER BROTHERS CO 
WHEELING STAMPING CO. 

WHITE CAP CO. 

WILLIAMS & CO., INC., CHAS 
WRIGHT-DALTON MACHINE RY ‘CO. 


LTD. 


Co: 
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1100 ADAMS STREET 





Audiences clamoring for “just one more”. » » Thousands of people 


who must see and hear him. » » The world in acclaim! * » Here 
is that which creates demand. » » A new style; a novel quality in 
the voice; a charm; something new and captivating. » » Actually, 
he has set a new “fashion” in stage performance; has made 


the world eager for that which is new. 


Merchandising is no different. Your package must be 
a “box office hit”. Its performance must set a new 
fashion; must draw applause, expressed in sales. » » 
Keep your package out in front. When it steps out 
before the footlights, be sure it has that quality which 
_ draws applause. Let us design it... our business is to 
make package fashions. 
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KARL VOSS CORPORATION 
Designers and Y Makers of — Fine Paper Koxes 


DIVISION OF SHOUP - OWENS. INC. 


HOBOKEN, NEW JERSEY . 














$STOK EQMITH © 


PAPER BOX MACHINERY PACKAGING MACHINERY 
SUMMERDALE AVE. NEAR ROOSEVELT BOULEVARD, PHILADELPHIA, U. S. A. 
London, England, 23, Goswell Road, E. C. 1. 












WOULD YOU LIKE TO SEE YOUR LABEL ON THIS DUREZ MOLDED JAR? 














The stock Arrow jar comes in three 
sizes; 2, 3, and 4 ounces. Several 
colors available, and in combina- 
tions—one color for the top, an- 
other for bottom—if wanted. 


You'll also want to use Durez for BOXES . DISPLAY STANDS (O} RO) 8) 53 4-) 









YOU CAN. For it's a stock container produced by Arrow. Are you familiar with the ad- 
vantages of using it? There’s the matter of shipping weight; the Durez jar weighing 46 lbs. 
less per gross than ordinary jars. It's odorless; moisture-proof. Its breakage-mortality is 
practically nil. And, of course, the most important advantage of all—women like Durez jars. 
Any test will prove it. They like their color, the feel of their sympathetic surface, their light 
weight, their beautiful lustre, their sleek, distinctive lines. And what women like, women 
buy! We can show you any number of startling sales increases caused by a switch to 
Durez molded containers. For complete information about the Arrow stock jar, or any other 
uses of molded plastics, write General Plastics, Inc., 305 Walck Rd., North Tonawanda, N. Y. 





DUREZ THE MODERN MOLDING COMPOUND 


PLASKON 


makes this 


ARISTO 
MANICURE SET 


attractive 


ai by design! 


OMPETITION is strong in the nail preparation 
field. And it's the product with quick eye-appeal that wins 
sales. ¢ The Aristo people recognized this fact and sought 
a way to make their package stand out from all others. 
qAfter testing ... experimenting ... investigating thoroughly 
... they turned to PLASKON because it answered all their 
requirements for beauty, color, practicality. ¢ Now their 
cleverly designed PLASKON container puts their product 
in a class by itself. Beauty of design; color that harmonizes 
with boudoir tones; strong, durable material, make the 
Aristo Set a distinguished one. q¢ PLASKON is a molding 


compound that has many advantages for those who seek 


TOLEDO SYNTHETIC PRODUCTS, 


Designed and molded, 
by Kurz-Kasch Co, 


Dayton, Ohio 


new package-interest! ¢ Colors, in a wide range of non- 
fading tones of unusual richness and purity; tasteless, odor- 
less, acid-, water-, and grease-resisting material; strength, 
durability and beauty that is lasting; PLASKON brings you 
all of these. ¢ And because it lends itself to modern mold- 
ing procedure, is flexible in its adaptation to creative de- 
sign, and an inspiration in its color-gamut, PLASKON is 
ideally fitted for a broad field of uses and users. ¢ The 


services of our technical and designing staffs are at your 


disposal to help you in bringing PLASKON Molded Beauty ° 


to the benefit of your product. Investigate the possibilities 


of PLASKON to add new appeal to your merchandise. 


INC - TOLEDO, OHIO 
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